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‘O : 
Cuciywoman donunMnles the 


Qully Maik 


Many more women are reading 
EVERYWOMAN-the latest A.B.C. net 
sales are the highest since 1950. 


Apart from this steady circulation 
progress the single most important fact 
to remember about EVERYWOMAN 

} ; is that it dominates the Quality Market. 
ae a oa More than 1,000,000 women with 

# above-average tastes and incomes read 
it every month—37% of these women 


read no other monthly magazine. 


| /erywom on 


A.B.C. MONTHLY NET SALES 379,037 


Harris Kamlish, Advertisement Director, Odhams Press Ltd.. 
96/98, Long Acre, London, W.C.2. 
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All the 


BIG 


USERS 
of 


Woodworking 
Equipment 


Direct mail at 
id. a time? 
Nonsense ! 


Sir,—We note that one of your 
advertisers (back cover, Septem- 
ber 28) has posed the question, 
“If you could get direct mail at a 
ha’penny a time—would you take 
it?” 

Of course, this advertiser 
promptly goes on to explain that 
he only really offers the shadow 
of the substance, but that a pub- 
lishing house should stoop to 
such tactics is enough to make a 
full stop wilt. 

Even if the editor of this multi- 
media journal has no objection 


THIS WEEK 


The role of the research depart- 
ment in agencies today—Page 


NEXT WEEK 
Agricultural Market Survey 


to seeing his brain child classed 
as an adjunct to a mailing list, we 
are rather more particular in 
accepting the qualifications of 
The Grower as a distributor of 
direct mail—or anything remotely 
like it. 

“Direct mail at a ha’penny a 
time”—what fatuous nonsense. 
Of course any direct mail agent 
could make the same offer if he 
does what The Grower recom- 
mends—and that is to send out a 
dozen different advertising 
schemes in the same envelope. 
Under such conditions we could 
probably do it at a farthing a 
time. 

Shame on The Grower; if it 
really does wish to aspire to direct 
mail heights, then the first thing 
it must learn is that in direct 
mail we leave the knocking to the 
postman. 

J. S. NeTrer. 
Managing director. 
British & International 
Addressing Ltd. 
London, N.W.1. 


To The Editor... 


Students are 
drafted—and 
miss classes 


Sirn—I would like to add to 
your September 21 report of the 
enrolment fiasco at the advertis- 
ing classes (Talking Points). 

I was present on the first enrol- 
ment night from 5.15 p.m. until 
9.10 p.m., and can testify to the 
“chaos.” I soon forgot this in 
the hope that from then on, 
having turned away all the ex- 
cess students, the administra- 
tion would be equal to its task. 

On the first Monday of the 
course I attended the Administra- 
tion class, only to be drafted, with 
at least 20 others, to a similar 
class held on Fridays. For some 
students this meant abandoning 
the course. We had applied, en- 
rolled, and paid for Monday 
classes, yet no word of rearrange- 
ment had reached us either during 
the long hours of enrolment or in 
the following week. 

The Advertising Association 
must insist on more competent 
arrangements for next year. It is 
surely time that some system of 
postal registration was instituted ; 
colleges of University standard 
seem able to operate one with 
reasonable success. 

IAN R. ROUND. 
Petherton Road, 
London, N.5 

[A. D. Davis, supervisor of ad- 
vertising studies at the College of 
Distributive Trades, said recently 
that he was sure conditions would 
be improved next year.—Epttor.] 


Copywriting by 
automation— 
it’s coming 
Sir,—A more sensible piece of 
“copy” than Ralph L. Finn's 


article in the September 21 issue 
on the art of copywriting I have 


yet to read. Slipshod copywrit- 
ing may create an interest, but 
well-written copy invariably 


invites confidence in a firm and 
its product, besides interest. 
Herein lies the interest of Mr. 
Finn’s article. 

Perhaps one of the reasons for 
the presence of slipshod copy- 
writers in advertising is on a 
parallel with the reason why 
artistes without talent are flood- 
ing the stage. radio, film and 
television professions. 


[The stage and the advertising 
profession have a certain 
“glamour” about them when 
compared to the alternative of 
other jobs in this age of automa- 
tion. 

With so many trying to get in 
by so much misplaced self- 
confidence and letters of intro- 
duction, and with the control of 
these professions in the hands of 
so many mediocrities, the influx 
of the unsuitable is bound to be 
considerable. 

Optimists say that this state of 
affairs wili not last, but I am 
seriously waiting to hear of the 
first advertising agency to intro- 
duce an electronic copywriting 
brain similar to the monstrosity 
that recently “composed” a popu- 
lar type of song; a contraption 
where punched cards giving re- 
quirements can be fed in one 
end, and finished “copy” can be 
extracted at the other. 

It will come—if I didn't know 
otherwise I would say it’s here 
already, judging by some of our 
current copywriting! 

H. W. Weston. 
Thames Ditton, 
Surrey 


‘In interests 
of tradition’ 


Sir, — Your Talking Point 
(August 17) rather plaintively 
asked why Qantas does not 


choose a neater, more pronounce- 
able name. The answer is that 
Qantas is the oldest airline in the 
English-speaking world, and that 
its co-founder and first pilot, Sir 
Hudson Fysh, is still chairman of 
the company. 

With the greatest respect to 
those who look for slickness. 
there are many people who feel 
that history, continuity and a long 
tradition of service are more im- 
portant factors in building and 
maintaining goodwill. 

JULIA BRADBURY (MRs.) 

Public relations officer. 
Qantas Empire Airways Ltd. 
London, SWI. 


Old-fashioned— 
7 * 
I like it 

Sir,—Copytaster thinks he has 
found the headline of the century 
(banal section) in “old-fashioned 
polishes are out of date!” (Sep- 
tember 28). 

Let’s take a look at a few old- 
fashioned things that aren't out 


OcToBer 12, 


1956 


... read, and 
are influenced 


by, 
WOODWORKING 
INDUSTRY 


The Technical Journal 
of the Timber-using Trades 


MERCURY . 109-119 WATERLOO RD 
LONDON, Tel.: WAT 3388 


of date. The Rolls Royce radija- 
tor, for example. And Johnnie 


Walker (still going strong). And 
Guinness (still good for you). 
And Parkinson’s Humbugs, and 


Bisto, and Irish Linen, and (at 
least, up to a couple of weeks 
ago’ the cover of Punch, and 
Roberts Original Brown Windsor 


Soap, and aspirin, buttons, 
leather... . ; 
I live in a_ brick-and-timber 


cottage two and a quarter cen- 
turies old (warm as warm, easy to 
run, good for another thousand 
years). Among my possessions 
are a grandfather clock (18th 


century—perfect), a linen chest 
(circa 1650 — mothproof), a 
Chinese teapot (centenarian- 


lovely cuppa), six Coalport plates 
(200 years old—exquisite), a copy 
of Alice (Victorian—beautifully 
illustrated in full colour). .. . 
I’m old-fashioned. I’m a copy- 
writer. In the past year or so 
I've produced seven-figures’ worth 
of ads. 
TASTER. 
address supplied.) 


‘Ad Annual’ 
changes 


Sir,—We frequently receive 
notifications of change of address 
from agents, publications, and 
firms offering advertisers’ ser- 
vices. 

It would be a most helpful if 
those firms would add to their 
cards a note stating on which 
page in Advertiser's Annual their 
entry or entries appear. 

I also wonder if publications 
could not use a rate card of uni- 
form size. Keeping these in 
our statistical department is not 
made any easier when not only 
all sorts of sizes are used, but 
some are printed in the body of 
letters and some on slips of thin 
paper. 


(Name and 


T. ROBERTSON. 
Forbes Robertson 
(Advertising) Ltd., 
Strand, W.C.2 
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If you specialize in selling to women, 


common sense dictates the use of a medium 


which specializes in selling to women. 


womans Onn 
2,434,597 


AUDITED NET SALE (JAN.—-jJUNE 1956) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON, ST. 
TEMPLE BAR 4363 (40 LINES) 
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Jack Everett talks advertising : 


New accounts for the 
Empire News 


& Sunday Chronicle 


*The Empire News & Sunday Chronicle has still had under a year’s existence as a 
combined paper. | am asked continually: how are advertisers reacting to the 
amalgamation ? 

Very well indeed. November was an awkward time. Appropriations had recently 
been settled and the new schemes were just under way. 

Even so already more than sixty major national advertisers who did not use either 
the Empire News or the Sunday Chronicle have come into the paper. And I have orders 
for a great many more in the new advertising year. 

For the new giant among national newspapers has its strongest circulation where 
it is most needed — in the North, where aggregate sales of other Sundays (or dailies 
for that matter) are markedly below average. 

And if you don’t cover the North, you don’t cover the section of the market 
where industrial advance has brought an unprecedented increase in personal pros- 
perity and living standards. 

No wonder we are getting so many new advertisers. No wonder former advertisers 
are increasing their frequencies and sizes of spaces. Because the Empire News & 
Sunday Chronicle is doing a first-class selling job for them at an economic rate.’ 


The 1PA Survey showed that in the N.W. and N.E. & N. Regions the aggregate 
readership of national Sunday papers other than the Empire News and the Sunday 
Chronicle, when related to population, was 18°, lower than in the remainder of 
England and Wales. 64% of Empire News & Sunday Chronicle readers are 
concentrated in this area. 


EMPIRE NEWS & Sunday Chronicle 


Maximum coverage where it is most needed 


Jack Everett, Advertisement Manager, Kemsley House, London, WC1 
£16.10.0d. per single column inch, Millinch Rate 1.55d. ABC Net Sale January-June 1956: 2,550,308. 
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TV CHIEF SLAMS BAD COMMERCIALS 


‘Some agencies 
should return 


clients’ money’ 


SLASHING attack on 

bad TV commercials was 
delivered by Pat Henry, sales 
director of Associated Tele- 
Vision Ltd., when he spoke 
to the Coventry branch of the 
Incorporated Sales Managers’ 
Association. 


“I am appalled at how had 
some of the agencies are at pio- 
ducing commercials,” he said. 

“Some agencies do a good job, 
but some should give back to 
their clients some of the money 
they take from them.” 

But the blame could not rest 
solely with the agents. Some 
advertisers, Mr. Henry added, 
adopted the attitude that they 
were “going into show business,” 
and “fell” for clever advertise- 
ments which did not sell goods. 

‘Disappointing’ conference 

It was good advertising on TV 
that worked. 

During his speech, Mr. Henry 
said that he was disappointed at 
the “false impressions” that had 
been given at the ISBA con- 
ference on TV three weeks ago. 

Just because a few advertisers 
had said that they had seen no 
increase in sales after using 1V. 
people were already thinking tnat 
TV was not a success. 

“It is not like this at all. Tele- 
vision is another advertising 
medium, and we contractors are 
concerned to make it a profitable 
one, by producing rates which are 
comparable to other media. We 
have pretty well done this 
already. 

“Therefore, if the cost of tele- 
vision is comparable to other 
media—as it is—and if television 
has more impact than any other 
medium—as it certainly has— 
there can be. no question in the 
minds of anyone who really 
believes in advertising as to 
whether it can sell goods.” 


This group was taken at the joint branches meeting at Harrogate of the 


Institute of Practitioners in 


L. Graham Browne, honorary 


Advertising over the week-end. L. 


to &.4 


secretary of the Midland branch, G. A. 


Hoffmann, chairman of the Midland branch, J. P. O'Connor, director of 


the IPA, Lt. Col. Alan 
Broughton, chairman of the 


M. Wilkinson, 


president of the IPA, E. R. 


Northern branch, J. Newcomb, chairman 


of the Scottish branch, and Derrick H. Greaves, secretary of the Northern 


branch. 


(Report—page 5.) 


ABC celebrates its Silver Jubilee 


This week the Audit Bureau of 
Circulations is celebrating the 
25th anniversary of its forma- 
tion. 

In recognition of the occasion 
ADVERTISER'S WEEKLY is pub- 
lishing with this issue a special 
ABC Silver Jubilee Supple- 
ment. 

Contents include messages from 
the presidents of the AA, IPA, 
ISBA, and the IAMA, and a 
history of the Bureau, written 
by ADVERTISER'S WEEKLY'S 
“Mainly Personal” columnist, 
“Contact.” 


In its October news-sheet, ISBA 


sends a message of congratula- 
tion to the ABC, expressing the 
hope that the future will see 
greater progress in those direc- 
tions in which for one reason 
or another development has 
been retarded. 


“We refer in particular to the 


weekly and monthly magazines, 
at present poorly represented 
in the ABC, and to trade and 
technical publications, whose 
particular needs are deserving 
of special consideration and of 
a qualitative rather than a 
solely quantitative method of 
circulation,” says ISBA. 


OTHER NEWS 
HIGHLIGHTS 


@® YNA a 
report . p- 4 

®@ Col. Wilkinson backs 5 
Ad Council . P- 

@ ‘Improve British 6 
prestige abroad’. . . p- 

@ IPA’s reply to 7 
Duncan Sandys .. . Pp- 
Graphic Arts— page 59; 
Mainly Personal—page 60 ; 
Current Advertising—page 64 
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Top-level panel 


A panel of advertising chiefs 
will discuss “Whither Advertis- 
ing?” at a meeting of the Publi- 
city Club of London on Monday. 
On the panel will be Pat Dolan, 
chairman of Dolan Davis Whit- 
combe and Stewart, Ltd., and 
C. D. Notley, chairman of Notley 
Advertising, Ltd., representing 
agents, and Clive Barwell, IAMA 
president and Mullard Ltd.’s 
publicity manager, and A. R. M. 
Sedgwick, advertising director 
of Gillette Industries Ltd., for 
advertisers. 

The meeting will be at 6 for 
6.15 pan. at the Waldorf Hotel. 


AA annual meeting 


The annual meeting of the 
Advertising Association will be 
held at Bell Yard on Wednesday, 
November 21, at 12 noon. In 
the evening the annual dinner 
will be held at Grosvenor House. 


COMPLETE LOCAL AUTHORITY COVERAGE 
PUBLIC SERVICE 


The official Journal of NALGO 
over 260,000 copies monthly 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1 GROsvenor 3877 
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ADVERTISER'S WEEKLY 


TV 


WILL HIT 


‘We’ve never had it so good—now 
we must fight,’ YNA told 


A warning that commercial television will take advertising 
revenue away from newspapers has been given by Roy H. 
Thomson (Scotsman Publications Ltd.), programme con- 


tractor for Scottish commercial television. 


“Budgets won't 


increase enough to carry this tremendous television expense,” 
he told the Young Newspapermen’s Association at its Edin- 


burgh conference last week-end. 


“You people are going to 
suffer through television, and you 
have just got to work harder. In 
the newspaper business we have 
never ‘had it so good.’ Now you 
are going to find you have more 
opposition. You have got tu 
make your papers more interest- 
ing.” he said. 

But two speakers did not 
share this view. R. P. Prentice, 
managing director of the Hamil- 
ton Advertiser, alleged that 
things were not as rosy with tele- 
vision as Mr. Thomson made out. 
And J. Gwyndaf Jones (Chester 
Chronicle), president of the 
Newspaper Society, felt that we 
were probably too near this 
“minor revolution” to appreciate 
its possibilities, and that it could 
never take the place of organs 
that cultivated a lively interest in 
the local life. ; 

An “almost inevitable”  in- 
crease in the price of weckly 
papers was foreshadowed by H. 
R. Davies, director of the News- 
paper Society. Already, he said, 
quite a number of papers had 
gone up to 4d. and were nevei- 
theless making quite a svod 
showing. 


TV vindicated 


Mr. Thomson began his talk 
on “What is ahead of television?” 
with the claim that never before 
had a course of action been so 
quickly justified as had the in 
auguration of commercial tele- 
vision in Britain. 

By the middle of next month, 
when the Yorkshire station would 
have opened, the number of TV 
receivers that could look at the 
commercial programmes would 
have increased from fewer than 
200,000 on the opening night in 
London to more than 2,200,000. 

Commending the courage of 
advertisers who used commercial 
television at its start, he asked: 

“Had commercial television 
been a new publication, how 
much advertising could it have 
expected when it could only get 
into five per cent of the homes 
in the London area, and none 
whatever elsewhere in Britain? 

“They would have got, I think, 


no advertising at all, and their ~ 


losses would have been stagger- 
ing. Furthermore, their pros- 
pects of future success would 
have been negligible.” 

The basic fact on which the ul- 
timate success of commercial 
television would rest was the im- 
pact it made on the viewer and 
its consequent ability to sell 


goods or services for its adver- 
tisers. 

“I am completely convinced 
that television can, and will, de- 
liver the most astonishing results 
——that is, when it is intelligently 
planned and its advertising mes- 
sage is properly presented,” he 
proclaimed. 

“It is true that television adver- 
tising is costly. Unless it is 
thought out very carefully, it can 
be very wasteful. However, 
success stories in Canada and 
America are legion, and already 
we are starting to hear about 
them in Britain.” 

In America, he added, adver- 
tisers would this year spend more 
than one billion dollars—more 
than £350 million—on commer- 
cial television advertising. 

He had no doubt at all that. 
several years ahead, more than 
50 per cent of the homes in 


‘Contact’ at the Conference 
—see page 60 


Britain would be able to receive 
commercial television pro- 
grammes. When this time 
arrived. television would be a tre- 
mendous force in national adver- 
tising, and its financial success 
would be more than assured. 

Asked whether the drop in 
national advertising experienced 
by weekly papers and some pro- 
vincial papers was due to com- 
mercial television, and if so, 
what should be done about it, 
Mr. Thomson said, definitely, 
that he thought it was due to 
commercial television. 

But, he added, he did not 
believe that in Britain advertising 


Pi 5 < ee 


PAPER 


At the Young Newspapermen's Conference (Il. to r.): R. B. 
O.. W. 


(‘Belfast News Letter’), Mrs. 
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SAYS ROY 
—— THOMSON 


Henderson 


J. Henderson, H. R. Dickinson 


(‘Liverpool Post’’), T. G. Leake (“Wellington Journal’’), C. R. W. Adeane 
(Provincial Newspapers Ltd.), and Mrs. R. B. Henderson. 


expenditure was 50 per cent of 
what it ought to be. Advertising 
appropriations would rise, and 
they would take away some of 
the television impact. 

“But don’t make any mistake 
about it—television is going to 
get some of the money that other- 
wise would go into newspaper 
advertising,” he said. 

During question time Mr. 
Thomson said that the weeklies 
would suffer less from commer- 
cial TV than the smaller city 
dailies or the national papers. 

He thought that local advertis- 
ing had “hardly even been 
scratched” in this country. But 
he foresaw a danger from the 
competition for readership 
offered by TV. People were not 
going to devote as much time to 
reading the advertisements as 
they used to. 

How an advertising group of 
papers should be formed and 
managed was the subject of a 
paper by R. P. Prentice, yf 
ing director of the Hamilton Ad- 
vertiser and chairman of Scottish 
Provincial Associated News- 
papers. 

He said that a group should be 
capable of being presented to an 
advertising agent as not merely 
a list of papers but a small com- 
plete advertising scheme. 


The merchandising department of F.C. Pritchard, Wood & Partners Lid., 

set up some two years ago, has been holding an exhibition of some of 

the more interesting point-of-sale material it has produced. The display, 

held on the agency's premises, was put on so that clients and staff might 
get some idea of the work the new department has been doing. 


Auditors’ certificates of circu- 
lation, if not already in existence, 
should be produced for each 
newspaper in a form acceptable 
to the ABC. Individual circula- 
tion need never be divulged but 
could be incorporated in a group 
certificate for which the ABC 
would accept one subscription. 

It should be possible, he con- 
tinued, to demonstrate to the ad- 
vertising agent that the group had 
a larger circulation in its area 
than any national that came into 
it; that he could cover the area 
through it at a lesser price than 
by taking the papers individually; 
and that he would be saved ex 
pense in book-keeping, block- 
making, postage, and correspond- 
ence by having to give only one 
order and one block. 


‘Thou shalt not’ 


He listed the following under 
the heading of “Thou shalt not” 
—accept an order for part of 
the group; accept different 
sizes or copy for individual 
papers; sell below fixed prices 
or give any advantage of posi- 
tion, discount, or commission; 
disclose the circulation of any 
member who did not publish it; 
disclose the amount of any 
dividend even in a credit note; 
accept a printed scale rate as 
evidence; and pay a dividend 
greater than a member's mini 
mum scale rate. 

At the beginning of his address, 
Mr. Prentice advised newspaper 
men who hoped to assume mana- 
gerial responsibilities to join ad- 
vertising clubs and take some 
part in organised advertising. 

A warning against “free puifs” 
was sounded by Brian D. 
Whiteaker (editor, Express 4: 
Star, Wolverhampton), who 
spoke on “The price of news.” 
He said that articles offered for 
free publication might come from 
political parties, organisations 
with fancy and plausible names. 
from commercial firms or from 
advertising agencies. 

One and all they were offered 

@ Continued on page 12 
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OXO BOOK TV 
SERIES IN 
‘COLOUR’ 


“Subjective colour,” which was 
tried out in an Oxo TV commer- 
cial in the middle of last month, 
is to be used in a series of 30- 
second Oxo commercials which 
Associated TeleVision will show 
in London and Birmingham over 
the next three months. 

The first will be televised this 
Saturday at 9.12 p.m. 

A new process by Television 
Facilities Ltd. is employed. In 
the try-out the word Oxo was 
shown against a background of 
flickering lines which appeared to 
different viewers in different 
hues: blue, red, green, yellow, 
buff and mauve. 

A number of other advertisers 
are stated to be interested in this 
new development. 

ATV state that they impose 
surcharges for colour as follows: 
10 per cent on Saturdays and 33 
per cent on Sundays in London, 
and 33 per cent on week-days in 
Birmingham. 

New ad firm in 
Liverpool 

A new Merseyside firm of ad- 
vertising and publicity consul- 
tants, Watson Farrall Ltd., has 
been formed. Mrs. R. Watson, 
known in business as Miss Rhoda 
Farrall, a director and founder 
of the company, was for many 
years with the Liverpool Even- 
ing Express as an advertisement 
representative and has spent a 
number of years in Merseyside 
advertising. 

Miss Farrall’s husband, C. H. 
Watson, is associated with her in 
the new firm. 

The company will handle all 
forms of advertising and publi- 
city including films and commer- 
cial television. The company’s 
headquarters are at Ashton 
Chambers, 8 Hackins Way, Liv- 
erpoo] 2. 


ADVERTISER'S 


Lt. Col. Alan M. Wilkinson, the president of the IPA, addressing the joint meeting. 


Now Col. Wilkinson backs that 


Advertising Council proposal 


HE TELLS JOINT BRANCHES’ MEETING 


OF ‘MY HOPES FOR THE FUTURE’ 


Support for the establishment of an Advertising Council in 
this country—a project mooted by Pat Dolan at the Regent 
Advertising Club two weeks ago—came this week-end from 
Lt. Col. Alan M. Wilkinson, president of the Institute of 


Practitioners in Advertising. 

Speaking at the joint meeting 
of the IPA’s Northern, Scottish 
and Midland branches at Harro- 
gate, Col. Wilkinson said that 
such a council in this country— 
similar to the one in the United 
States—would do much to raise 
the status and prestige of adver- 
tising in this country. 

“It might well be that it will 
come about,” said Col. Wilkin- 
son. 

Some 80 or 90 delegates also 
heard him speak of his hopes for 
the future. 

“Until recent years advertising 
was delicately balanced between 
a trade and a profession,” he said. 
But today so many of our acti- 
vities, educational, legal and 
political, are helping to tip the 
scale in the direction of advertis- 
ing as a profession. 

“I believe we are only now be- 
ginning to emerge into maturity. 
Looking to the future, what a 
future it is: surely it is bright 


with promise. 


One-Minute oy a Oats launched their new autumn series of television 


commercials last Sunday. 


In cartoon form by Digby Turpin of Veari and 


Dean Ltd., the commercials follow the advertising theme ‘Whatever you 


want your child to be—he'll grow up better on Quaker.” 


The Quaker 


commercials will be appearing several times a week right through the winter. 


Foote, 


one and Belding Ltd. are the agents. 


WHAT PAT DOLAN SAID 

in his speech to the Regent 

Advertising Club—SEE 
PAGE 18 


“Educationally, I think we shall 
one day have our own College of 
Advertising. In research we may 
well have, as there is in America, 
an Advertising Research Founda- 
tion in which the Institute would 
play a major part. 

“I am convinced that there is 
an immense national task for 
advertising to do,” Col. Wilkin- 
son declared. “With the know- 
how, the talents, the enthusiasm 
which should be endemic in the 
advertising man, we could move 
mountains, mountains of doubt 
and ignorance and apathy and 
misunderstanding. 


Raising morale 


“I believe no body of men and 
women can do more to help raise 
the morale of our countrymen 
than we advertising folk. 

“If, therefore, we play our 
part as we should, if we train 
ourselves for the tasks which lie 
ahead, and in particular bring up 
the next generation the way they 
should go, we shall find an in- 
creasing pride and joy in our 
work, and make an even greater 
contribution to the welfare and 
happiness of our people.” 

The joint meeting, which was 
held under the auspices of the 
Northern branch, opened on the 
Thursday evening with an 
informal reception by the chair- 
man of the branch, Eric R. 
Broughton and Mrs. Broughton. 

Those present. included the 
chairman of the Midland branch, 
G. A. Hoffmann; the chairman of 
the Scottish branch, J. Newcomb 
and J. P. O'Connor, the director 
of the IPA. 

Friday morning was devoted to 


@ Continued on page 10 


Wanted—crazy 
mixed-up ads 


Don’t forget you may submit as 
many entries as you wish for 
the “Advertiser's Weekly” 
Christmas Competition, in 
which readers are invited to 
~_ up copy and illustrations 


ready for reproduction. 

Theme of the Christmas Number 
will be “The Credit Squeeze” 
and prizes are also offered for 
the most amusing drawings or 
copy designed to sell: a luxury 
car, a new girdle, an elaborate 
lawn mower, an uneconomic 
coal mine, or a plutonium- 
headed golf club. 

Prizes of £10 10s., £5 5s., and 
£3 3s. are offered for first, 
second and third entries judged 
best in each contest. A guinea 
will be paid for other pub- 
lished entries. 

The competition will be judged 
by the Editor, whose decisions 
will be final. 

Entries should reach this office 
not later than Wednesday, 
October 31. They should be 
addressed to The Editor, 
“Advertiser's Weekly,” Mer- 
cury House, 109-119, Waterloo 
Road, London, S.E.1, and 
— “Christmas Competi- 

ion.” 


‘ITV audiences are 

growing’ say TAM 

Preliminary figures issued by 
Television Audience Measure- 
ment Ltd. in advance of its 
report covering the first year of 
independent television in the 
London ITA area show that 
over this period 65 per cent of 
switched-on sets able to receive 
ITV programmes were tuned to 
commercial television between 
7 p.m. and 11 p.m. compared with 
35 per cent to the BBC—and that 
the ITV share of audience con- 
tinues to increase. 

During the last 12 weeks in the 
period, ITV viewing has risen to 
an average of 69 per cent com- 
mare with 62 per cent during the 

st 12 weeks. 
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‘Beat inflation — by telling Britain’s 
story better’ 


CALL TO SALESMEN AT ISMA-BIM 
CONFERENCE IN LONDON 


“It is time some of us learned to play poker. 


It is more 


important to tell the world of our own successes and our British 
competitors’ successes than to decry our failure,” Sir Patrick 
Hamilton, chairman of Henry Simon (Holdings) Ltd., urged 
1,200 sales executives at a conference in London on Tuesday. 


“We have a wonderful story to 
tell of our successful exports 
following on the war effort where 
Britain put out more effort per 
head than any other allied coun- 
try,” he said. “We continue to 
shoulder our political responsi- 
bilities throughout the world. We 
enjoy an amazingly high standard 
of living and of comfort. We 
continue with our relatively 
limited resources to lead the 
world in many lines of scientific 
research and practical develop- 
ment: It is a fine story.” 

Sir Patrick was speaking at 
a one-day conference held at the 
Royal Festival Hall by the 
Incorporated Sales Managers’ 
Association, in collaboration with 
the British Institute of Manage- 
ment, on the subject “The man- 


agement challenge of 1957— 
can we sell our way out of 
inflation?” 


More Government spending 


Suggesting that a little extra 
expenditure on Government ser- 
vices overseas might produce 
substantial results, he added: 

“In my view some of the ex- 
penditure is not too wisely used. 


About £1 million is to be 
spent on the Brussels _Inter- 
national Exhibition, which wiil 


go on for six months and will 
principally be visited not by 
buyers but by tourists. It is per- 
haps unavoidable that this vast 
sum should be spent in this way, 
and if we were not represented in 
Brussels there would surely be an 


outcry. But what a lot could be 
done elsewhere with far less 
expenditure. What a difference 


a million could make to the 
effectiveness of Foreign Office 
Commercial and Board of Trade 
Overseas Services.” 

The ways individual companies 
could help differed greatly. 
There were no “hard and fast” 
rules, but he urged all firms to 
make full use of the existing ser- 
vices, both Government and 
private, to study the market and 
sales channels—‘they can help 
in periodic overhaul of arrange- 
ments as well as when starting 
something fresh.” 

It would help greatly, he 
thought, if every British citizen 
abroad were to tell stories about 
our great current achievements. 
There was also a shortage of 
suitable speakers to tell our story 
to overseas markets. 

“If you are willing to speak at 


overseas meetings, do tell the 
Board of Trade as long as pos- 
sible before you sail,” he pleaded. 
“They will then see if arrange- 
ments can be made for a speech 
at a local gathering or club. That 
sort of thing is well worth while. 
Do help.” 

He continued: “It may be good 
manners to be modest but when 
selling overseas do not carry it 
too far and don’t be down- 
hearted. When abroad we repre- 
sent not only our firms but our 
country. Let us be proud of 
Britain and show our pride in 
British achievements which today 
are as great as our great contri- 
bution to history.” 

Lord Woolton warned the con- 
ference: “We can’t sell ourselves 
out of trouble unless we have 
competitive value to offer to our 
customers.” 

We had a story to tell of inven- 
tiveness, of reliability, and of 
value, that has no superior in the 
world, he said. Our entire posi- 
tion in the world had depended 
on that success. Without such 
success we should never be able 


to live: we could never keep 50 
million people alive in this 
country. 

“But we cannot keep our 


present standard of living if our 

wage rates go up by eight per 

cent whilst our production goes 
@ Continued on page 68 
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8 Pages of Pictures 


The appearance of this contents bill 
for “Picture Post’’ coincided with 
the change of publication day from 
Wednesday to Friday. It was 
designed by Maurice Rickards. 


The first part of a documentary film for commercial TV entitled “‘Canine 


Quiz” was networked last Sunday. 


Part two will be shown on October 21. 


The film was made for Spratt’s Patent Ltd., the pet food manufacturers, by 
the MacQueen Film Organisation Ltd., in association with Spratt’s agents, 


Dixons West End Advertising Agency Ltd. 


In this shot from the film 


are (left to right): The Earl of Northesk, H. S. Lloyd, Michael Flanders, 


George Sly and Reg Wilkinson. 


Bigger site means date change 
for Festival of Women 


New dates for the Festival of 
Women have had to be arranged. 
It will now be held from June 7 
to 29, 

The extra time is needed to pre- 
pare the larger site obtained at 
Wembley. 

Over a third of the Festival, 
which covers 335,000 sq. ft., has 
been booked, and major features 
will cover another 20,000 sq. ft 
There will be the foliowing sec: 
tions, each with a central feature 
arranged by a national newspaper 
or magazine: 

“The Court of Fashion,” show 
ing clothing, textiles, and manne- 


quin parades; “The Woman 
Beautiful,” an exhibition of 
beauty aids; “20th Century 


Homemaking,” articles of interest 
to the housewife; “Food Fiesta,” 
food and drink exhibits; and 
“Leisuretime,” featuring enter- 
tainments, holidays and travel, 
nobbies, handicrafts, and sports. 

[here will also be a large sec- 
tion in which official and semi- 
official exhibits will interpret the 
theme of the Festival—the in 
creasing importance of the work 
of women to our national 
economy. All exhibitors are 
asked to contribute to this theme 
on their stands, particularly as it 
affects their own organisations. 

A contemporary arcade of 
shops will be available for hire 
to exhibitors who require a retail 
outlet for their products. The 
shops will be situated in the Lake 
Area, the only part of the Festi- 
val where cash sales will be per- 
mitted. 

[here will be a theatre and 
cinema at the Festival. 

The organisers, Fairs and Fes- 
tivals Ltd., expect an attendance 
of “at least three-quarters of a 
million” visitors. Other plans 
include features in the Wembley 
Stadium, tie-ups with television 
and radio, and competitions. 


‘ 
Station signal 
new 
Station 
incorporating a clock, was used for 


This 


Associated-Rediffusion 
Lid. i 


identification design, 
L 


the first time last Friday. 

titles for the music which accom- 

panies this new signal are being 
invited from viewers. 


BSI scheme for 
panel of 


consumers 


The British Standards Institu- 
tion has now announced details 
of its scheme to enrol a large- 
scale panel of consumers to help 
the BSI Advisory Council on 
Standards for Consumer Goods 
in its work. 

Consumers willing to be placed 
on the panel will be sent period- 
ical notes on consumer goods of 
different kinds, their character- 
istics, qualities and uses, and 
information about what the 
Council is doing. 

In turn they will be invited to 
send in comments, criticisms, and 
suggestions for the improvement 
of consumer goods, as well as to 
ask for help in shopping difficul- 
ties. They will also be able to 
visit any BSI conference, meeting, 
or exhibition. 


Suggested 
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‘Tighter poster control’ not the answer 
to ‘clutter, says IPA 


CLOSER OUTDOOR CONTACT IS URGED 


A number of comments on the views on outdoor advertising 
promulgated by the Minister of Housing and Local Govern- 
ment have been made in a memorandum submitted to him by 


the Institute of Practitioners in Advertising. 


But corporations 
want more 
regulations 


In the Association of Munici- 
pal Corporations’ reply to the 
Ministry's memorandum, it is 
made clear that municipal 
authorities want still greater con- 
trol over outdoor advertising. 

The Association comments: 

“Local authorities are not pre- 
pared to see the poorer type of 
area deteriorate into something 
of an advertisers’ paradise. No 
matter how drab an area may be. 
it cannot but be made less amen 
able by the indiscriminate dis- 
play of advertisements, especially 
on gable ends.” 

It agrees that consultation be- 
tween advertisers and the local 
authority on areas where adver- 
tising would or would not be 
allowed have in some. cases 
worked well. 

But “any general extension of 
permitted advertising” on the 
lines mentioned in the memor- 
andum, it points out, “may well 
mean a flood of applications - 
particularly by less scrupulous 
advertisers. 

“The Association is fearful lest 
there will be a serious extension 
of advertisement hoardings in 
what the Minister calls ‘the other 
areas, and thinks any freedom in 
this direction should be at the 
discretion of the local authority. 

“The local authority ought to 
have complete control over ad- 
vertisements on business premises 
above the facia level, as regards 
number, style, size and position, 
and also over advertisements on 
the forecourts and gable ends of 
these premises. 

“Beneath the facia level, and 
within the premises, advertising 
is a matter for the occupier.” 

As a general comment, the 
Association adds that the present 
review of advertisement regula- 
tions might well be a convenient 
time to consider the question of 
control of all types of movable 
advertisements, whether in the 
air, on water, or—to a limited 
extent—on land. 


‘Mirror’ pay same 

Daily Mirror Newspapers an- 
nounce an interim dividend of 10 
per cent (same). Interim accounts 
for the half-year to August 31 
show a profit before tax and 
depreciation of £872,722. 


The Institute states that, while 
representing agencies that for the 
most part are not closely affected 
by the Town and Country Plan- 
ning Regulations, it is “most con- 
cerned with the use of outdoor 
advertisements as an important 
and useful medium of advertis- 
ing, and would welcome an assur- 
ance that the Minister recognises 
their value as a service to the 
public.” 

In spite of the Minister's belief 
that the working of the control 
of outdoor advertisements has 
heen disappointing in its results, 
the Institute claims that definite, 
if gradual, progress is steadily 
heing maintained—and that the 
key to greater all-round improve- 
ment lies in consultation rather 
than in control. 

It believes that closer contact 
between poster contractors and 
local authorities, especially at an 


AA back OAIAC 


In the current issue of its News 
Letter, the Advertising Associa- 
tion states that it “associates it- 
self fully” with the comments and 
suggestions put forward by the 
Outdoor Advertising Industry 
Advisory Committee following 
the Minister's memorandum, and 
it commends them to the Minis- 
ter. 


early state of building develop- 
ment and adaptation, is likely to 
be more effective than additional 
regulations. 

On the subject of “special con- 
trols,” the Institute thinks that 
the present regulations § are 
adequate, and is against a blanket 
inclusion of smal] towns in such 
areas. 

It urges that local authorities 
should indicate their views about 
outdoor advertising in general 
terms and favours prior consulta- 
tion with representative bodies 
of advertisers. It also backs the 
suggestion for greater local 
discretion. 

While sympathising with the 
Minister's views about the 
“clutter” of advertisements on 
business premises, the Institute 
does not think an extension of 
the Regulations would be the 
best corrective. 

Urging upon the Minister the 
importance of point-of-sale 
advertisement to the manufac- 
turer and retailer, it states it is 
willing to assist by means of dis- 
cussions between the affected 
parties in reaching a satisfactory 
agreement. 


oS 


A new display advertising the 

Harwich route to Denmark has been 

installed at Liverpool Street station. 

The display was produced by Berta 

Studios to the requirements of the 

public relations and publicity officer, 
Eastern Region. 


Church forms a 


press committee 


The Church of Ireland is to 
appoint a central press relations 
committee to keep in touch with 
newspapers and advise on the 
publication of parish magazines. 

This was decided at a meeting 
in Belfast, at which Robert 
Stokes, editorial secretary of the 
Church Information Board in 
London, also gave this advice to 
parish magazine editors: “Avoid 
certain kinds of type faces which 
are popular with advertisers. If 
you use these types for your 
headings, the laity will associate 
them with breakfast foods, deter- 
gents and motoring.” 

Rev. W. A. Macourt, of St. 
Mark’s, Ballysillan, is to be the 
convener of the committee. 


| Small bakers 
may hit back 
—through TV 


Family bakers in Lancashire. 
Cheshire and Westmorland are 
contemplating an advertising 
scheme to embrace commercial 
television and radio 

The de-control of bread, fol- 
lowing the abolition of subsidy 
at the end of September, is caus 
ing big bakers to spend more 
money on advertising. And many 
“small” bakers feel that they 
should hit back and boost their 
own products. 

At the close of a meeting of 
the North Western Federation of 
Master Bakers’ Associations in 
Manchester recently the presi- 
dent, Harry Aspin, urged that 
serious consideration should be 
given to the question of advertis- 
ing the family baker's loaf on 
TV. 

It was also suggested that con- 
sideration should be given to the 
possibility of advertising on 
Radio Luxembourg. 


TO MEN-AT-THE-WHEEL WITH ROAD-SENSE 


the warning signs say 
“Narrow bridge ahead!" 


This “Times’’ half-page, for Napper, Stinton, Woolley Ltd., is thought to 
be the first of its kind taken by an advertising agency since the war to 


publicise its own services. 


The theme of the advertisement 


compatibility 


of an agency and its clients—was symbolised by a road-sense analogy. “The 
best public relations for advertising is advertising,” commented Leslie 
Stinton, NSW’s joint managing director, this week. 
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Fastnedge is ‘to 


take it easy’ 


Charles R. Fastmedge has re- 
signed his post as advertisement 
director of The Queen owing to 
ill-health, and is succeeded by 
Frederick W. Pemberton, who was 
the advertisement manager of the 
paper. Mr. Fastnedge was taken ill 
when on holiday this year. He is 
now recovering. but kas to take 
things more easily in the future. 
He will not sever his connection 
with The Queen but will remain 
with that paper in an advisory 
capacity. e has been with The 
Queen for some 18 years. 

*x * * 


Anne Sheffield, of New York, has 
joined Jessica H. Maxted Ltd. as 
an account executive. Miss Sheffield 
worked in New York with Harold 
L. Oram Inc., and before that was 
an associate of Le Groupe Harrison 
Elliott, -" relations consultants 
in Paris. She has been assistant 

ublicity director of the Silk and 
Rees Print Institute in New York. 

* 

At a oii held last week in 
London the following officers ot 
the Outdoor Advertising Agents’ 
Club were elected for the coming 
year: chairman: E. A. R. Puplett; 


secretary: C. J. Tipping, and trea- 
surer: J. Buckingham. 
* * * 


R. G. Baiden, for two years re- 
sponsible for British Celanese trade 
and technical publicity, has been 
a ry an executive with Con- 

e Ltd. 


* * * 
Reginald C. Lawson, who has 
been advertisement manager of 


Personnel Management since 1951, 
has been appointed group advertise- 
ment manager Municipal 
Journal group of companies. 


ABC executive 


George A. Cooper, adyertisement 
controller of ABC Television Ltd. 
has announced the appointment of 
Brian W. Schofield as account 
executive at ABC’s Manchester 
office. Mr. Schofield has been for 
the last two-and-a-half years account 
executive with A. H. Knowles & 
Co., and previously worked as a 
free lance publicity agent and in the 
CWS publicity department. 

* * *x 

Vv. W. Dale will relinquish his 
position as director and secretary of 
the British Electrical Development 
Association as soon as his successor 
has been appointed and is ready to 
take over. Mr. Dale, who is 
approaching the completion of 50 
years in the electricity supply indus- 
try, is retiring on account of health 
considerations. 

* * * 


Mrs. G. M. Tucker has been 
appointed joint space buyer by 
Crane Publicity Ltd. She will work 
in close collaboration with Miss 
Daphne Stigant and will start her 
new duties on Monday. Mrs. 
Tucker has been with Dixons West 
End Advertising Agency Ltd. 

* * * 

Brian D. O’Kennedy, managing 
director of O’Kennedy-Brindley 
Ltd., Dublin, captained a team of 
four winning the Moore & Stoker 
cup at the Dun Laoghaire (Co. 
Dublin) Bridge Congress, which 
annually attracts large numbers of 
bridge players, including many 
internationals, from Great Britain 
and Ireland. 


i 


UH 


Dudle 
Dudley 
is suffering from a slight coronary 


Turner, chairman of 
urner & Vincent Ltd., who 


thrombosis, is making satisfactory 

progress in the Lindo Ward of 

St. Mary’s Hospital. 
* *x * 

H. John Hewson, chairman of 
Publicity Club of London's public 
speaking section, has taken over the 
duties of instructor in succession to 
Bernard Tozer, who has had to 
resign on taking up a new business 
appointment. Mr. Hewson is a 
director . one ieeber an Ltd. 

x 


P. F. Matthews, information 
officer of the Mobil Oil Co., Ltd., 
is to spend two months in the USA 
with Socony Mobil Oil Co., Ltd., 
studying PR practice. While there 
he will also attend the annual meet- 
ing of the National Public Relations 
Committee. 


New copy chief 


T. E. Johnson has joined Samson 
Clark & Co., Ltd., as copy chief. 
He has over 21 years’ publicity and 
advertising experience and began 
his career with W. S. Crawford Ltd. 
From 1939 to 1941 he was with the 
Air Ministry, first in their publicity 
section and then as a representative 
of the Air Ministry at the Ministry 
of Information, becoming head of 
the Air Affairs Section. After the 
war he rejoined the Air Ministry as 
campaigns officer and from 1948 
until 1955 was a group head in the 
publicity department of Odhams 
Press Ltd. For the past year he has 
been one of the senior copywriters 
with Masius and Fergusson Ltd. 

* * * 


Miss Pat Thwaites has joined 
John Hobson & Partners Ltd. as a 
senior visualiser. She will work 
under art director Pat Gierth, 
creating advertising with a women’s 
viewpoint. “This new appointment 
arises because of the many new 
consumer accounts with a feminine 
angle which are now being handled 
by JHP,” says an agency statement. 
Before coming to JHP Miss 
Thwaites was with Notley Adver- 
tising Ltd., and previously was with 
the Noel Paton Advertising Agency, 
the Holeproof Hosiery Co., Ltd.. 
and the Herald-Times Group. all 
of eer “ton 

* - 


At the » general meeting of 
the Three Shires Newspaper Society 
Noel Worrall (director and general 
manager, Berrow’s Newspapers Ltd.) 
was elected president for the coming 
year. 


London post for 
Courtman Davies 


Courtman Davies has joined the 
Financial Times-Financial News 
group of publications as group pro- 
motional adviser. In addition to the 
Financial Times, the group includes 
the Investor's Chronicle, The Banker, 
History Today and The Practitioner. 
He was formerly for three years 

roup promotion manager of the 


anchester Guardian and Man- 
chester Evening News. 
* * * 


Geoffrey Cooke has joined Scott- 
Turner & Associates Ltd. as an 
account executive. For the last 
two years Mr. Cooke has been an 
account executive at D. J. Keymer 
& Co., Ltd 

* * 

The Association of Specialised 
Film Producers has announced that 
Frank A. Hoare, president of the 
Association, has accepted an invita- 
tion from Sir Alexander Cadogan, 
chairman of the board of governors 
of the BBC, to become a member of 
the BBC general advisory council. 


Kiwi to tour East 


Bruno Kiwi, of Pearl & Dean 
(Overseas) Ltd., 5 * left for.a tour 
of the Far East. He will hel 
establish Pearl & Dean (Asia) Rid. 
in Singapore, and to develop the 
new P & D screen advertisin 
arrangements in this area. He wil 
also be examining the problems of 
British advertisers. This is Mr. 
Kiwi's third trip to the Far East in 
the last 18 months. During Mr. 
Kiwi's absence A. de Lasta will be 
in charge of the sales office of P & 
D (Overseas) Ltd., in London. 

a * - 

T. J. Fielding, managing director 
of Technical & General Advertising 
Agency Ltd., flew to North America 
last week to study the methods of 
US and Canadian advertising agen- 
cies, and «to investigate the services 
offered — clients. 

* 7 

3. L. Kalp has taken up a position 
as advertising manager of Linzi 
Dresses Ltd. The post became 
vacant when M. Saunders left for 
America recently. Mr. Kalp came 
from Erwin Wasey & Co., Ltd., 
where he was an account executive 
for 24 years. He was with G. S. 


Gerrard Ltd. for three years before 
joining ‘Erwin Wasey and before 
that was with Rumble, Crowther & 
Nicholas Ltd. for 18 months. 


G. Cooke 


Dudley Turner 


T. E. Johnson 


Octoper 12, 1956 


Last Saturday Peter Lascelles Page, 
a copywriter with S. H. Benson Ltd., 


married Larner, star o/ 
“Kismet,” now running at the Stoll 
Theatre. 

* . * 


Hugh Samson, who has been 
assistant editor of Photoplay for the 
last three years, has taken up an 
appointment as senior features 
writer with the Leslie Frewin 
Organisation Ltd. Mr. Frewin was 
Hugh Samson's chief when he 
worked under him at the Associated 
British Picture Corporation Studios 
at Elstree. 

a * * 

Bertram H. advertising 
officer of Thos. Cook & Son, and 
since 1946 head of Dean & Daw- 
son's publicity department, has been 
appointed Cooks’ assistant publicity 
manager. Before the war he held 
the position of production and 
studio manager with V. Pethick Ltd 
after being with the company !2 
years. 

* * * 

A. H. Baker, after a long asso- 
ciation with the Strand Litho- 
graphic Co., Ltd., has joined, as a 
director, oo “oe Lid. 

* 


Kevin wen i! advertising 
and business manager of Australian 
Consolidated Press, has given up his 
post with the company and is 
returning to Australia. He will 
spend six months on the way in the 
United States of America and 
Canada, studying merchandising and 
advertising methods, particularly 


television. Derek Thompson, for- 
merly advertising manager of J. 
Arthur Rank Overseas Film Dis- 


tributors Ltd., is taking Mr. West's 
position in the London office. 


Committee elections 


The Incorporated Society of 
British Advertisers has announced 
the following committee elections : 
Clive Barwell, of Mullard Ltd. and 
R. B. Browning, of the North 
Thames Gas Board, to the trade, 
technical and vigilance committee ; 
J. Saltmarsh, of Hotpoint Electric 
Appliance Co., to the advertising 
research committee. 

* * 

Leslie Todd has been appointed 
to the board of Milford-Astor Ltd. 
As sales director he is responsible 
for the policy governing their point- 
of-sale displays in Great Britain. 

* * * 


Miss Sylvia Weinberg, joint man- 
aging director of Armstrong-Warden 
Ltd., left London by air recently 
for Venice to board Bergen Line 
M/S “Meteor” for a 6000-mile 
cruise in the Mediterranean. The 
cruise extends to the Russian Black 
Sea ports of Odessa, Yalta and 
Sochi. Miss Weinberg’s holiday 
cruise will last three weeks. 
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In monotone 
or full colour its 


WOMAN’S 
JOURNAL 


for a 
pedigree readership 


A. W. BURNETT, Advertisement Director THE AMALGAMATED PRESS LIMITED 


WOMAN’S JOURNAL provides advertisers with a 


unique mass medium for reaching the quality market: for 


it is the only magazine selling at 2/6d that has a 


circulation of more than a quarter of a million copies. 


WOoOo™MAN' S 


CERTIFIED NET SALES (January 


June 1956) 254,331 


The Fleetway House Farringdon 


Colour space 


is not unlimited 


therefore advertisers 


are advised to 


book early for 1957. 


JOURNAL 


Street E.C.4 Central 8080 
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JOINT MEETING OF IPA BRANCHES 


a discussion of matters affecting 
the domestic affairs of the Insti- 
tute, with special emphasis on 


the problems encountered by 
agencies outside London. 
Among the subjects raised 


were the relations between ad 
vertising agencies and local news 
papers and _ publishers; the 
development of educational 
facilities in the branch areas: 
training and apprenticeship 
schemes for artists; the advent of 
commercial television in the 
Midlands and the North; and fees 
for actors under the agreement 
with Equity. 

Friday afternoon began with 
an exchange of information and 
views by members on _profit- 
sharing and incentive scheies, 
pensions and length of holidays. 
The meeting then discussed 
various aspects of agency man- 
agement, such as the growth and 
size of agencies in relation to th 
services required by clients, the 
optimum size of agencies, capita! 


Winter bookings 
for Luxembourg 


Entering their fifth year as a 
Radio Luxembourg advertiser, 
Lucozade Ltd. have returned on 
Wednesdays with their half-hour 


show “Double Your Money.” 
The agency is G. S. Royds Ltd. 
The Pye show, “Bonanza,” 


has started on Sundays on Radio 
l.uxembourg, and Pye have now 
fixed to stay for 52 weeks. Their 
agents are Arks Publicity Ltd. 

Currys Ltd., about to enter 
their sixth year with Radio 
Luxembourg, sponsor the new 
30-minute Winifred Atwell Show, 
every Sunday evening. Pam 
(Radio & Television) Ltd., after 
26 experimental weeks with their 
Monday night programme, 
“Candid Mike,” have now signed 
a non-stop 26-week contract with 
Luxembourg. Arks_ Publicity 
Ltd. are again the agents. 

Thos. Hedley & Co. Ltd. have 
signed up for 270 Radio Luxem- 
bourg presentations. In all, 10 
quarter-hour segments a week will 
bear the Thomas Hedley credit. 
Agencies involved are Lambe & 
Robinson Ltd. and Young and 
Rubicam Ltd. 

The Co-operative Wholesale 
Society Ltd., sponsors of “This I 
Believe,” have returned to Lux- 
embourg on Sunday nights. 
“Shilling A Second,” also a CWS 
show, has returned for its third 
season 


A MARKET OF 


~ of members went 


structure, and the provision o! 
death duties. 

The session concluded with a 
talk by Mr. O'Connor on tke 
1956-57 edition of the Annua: 
Analysis of Agency Costs, wh.ch 
had just been published tor the 
information of heads of member 
agencies. 

During the afternoon the wives 
on a motor 
coach trip to York. 


Reception, banquet 


At the official reception in the 
evening members were welcomed 
by Mr. and Mrs. Broughton and 
Col. and Mrs. Wilkinson. 

The reception was followed by 
a banquet and dancing, which 
lasted until 1 a.m. Mr. Broughton 
proposed the toast “Our Insti- 
tute.” and Col. Wilkinson, in 
replying, thanked members for 
the great kindness and courtesy 
they had showed him during his 
period of office as president. 


After Col. Wilkinson’s address 
on Saturday morning, Sinclair 
Wood, honorary secretary of the 
IPA, spoke on the work of the 
professional purposes committee, 
which was responsible for seeing 
that the Institute’s bye-laws were 
kept. A discussion was then held 
on the frequency, time of year 
and duration of future joint 
meetings. The session ended 
with a summing-up of the points 
arising from the discussions at 
previous sessions. 


Tributes were paid to the 
chairman of the branch, the 
honorary secretary, Derrick H. 


Greaves, and other members for 
their work in connection with the 
joint meeting. 

In the afternoon many mem 
bers and their wives went by 
motor coach to Newby Hall, an 
18th century country house near 
Ripon. This trip was arranged 
by courtesy of the R. Ackrill 


Group of Newspapers, Harrogate. 


To mark their debut on commercial TV, 


programmes in which they will appear. 
ment of the Alexon jingle written by Stanley Black. 


installed in their 


Alexon have 
Conduit Street showrooms a series of window displays depicting the various 


This window features an enlarge- 
The dispiays were 


designed and executed by Roger Pryer Creative Advertising Lid. 


CDO chief in Helsinki discussions 


The managing director of City 
Display Organisation, Fred Keil, 
has returned from a trip to Scan- 
dinavia where he consulted with 
the CDO Associates, Kaj Casper- 
sen, in Copenhagen, who recently 
co-operated on behalf of CDO 
clients in the Copenhagen Radio 
Show. 

Mr. Keil spent some days in 
Helsinki to provide for facilities 
to store and handle clients’ 
materials, and also assembly of 
pre-fabricated exhibits for the 
British Exhibition planned for 
Helsinki for September, 1957. 

“The limitations of local faci- 
lities there appear to make it of 


B.E.T. 


24: MILLIONS puUS ADVERTISING 
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paramount importance that ex- 
hibitors take early steps to pre- 
fabricate, and that their exhibits 
are made to need only the mini- 
mum of site labour,” he said on 
his return. 

On his return trip Mr. Keil 
called at Brussels to confer with 
Les Enterprises van Rymenant. 
the Belgian public works con- 
tractors with whom CDO has 
signed a working agreement, for 
the period prior to the opening 
of the World Fair, for the full 
use of van Rymenant’s facilities 
to handle British exhibitors’ re- 
quirements in conjunction with 
CDO contracts. 


Octroper 12, 1956 


The provision of an overall lighting 
surface of more than 150 sq. ft. 
over a ceiling area of only 13 ft. 
by 10 ft. 6 in. has been achieved 


in’ the chairman's room of 
Greenlys Lid. by the use of a 
Luminated ceiling with a dropped 
splay along the entire length of 
one side. 
The design was carried 

Richard Lonsdale-Hands 
ciates. 


Jen stockists to 
use 156 papers 


In the eleven months August, 
1956, to June, 1957, Jen shoe 
advertisements will appear in 156 
newspapers, in many of them at 
the rate of twice a week. Beneath 
these advertisements in their local 
papers 329 shoe shops will put 
their own names in panels at their 
own expense every week. 

These facts were announced by 
E. Searle Austin, of W. H. 
Gollings & Associates Ltd. at a 
dinner of Jen agents given by 
R. T. Jennings & Son Ltd. 
London on Wednesday last aiek, 
He said that the Jen advertising 
appropriation had multiplied six 
times in five years, during which 
time a total of well over 1,000 
stereos has been issued. 


‘You make—we grab’ 


—says USA chairman 

At the opening last week of a 
new Sylvania-Thorn factory in 
Enfield, where colour TV sets will 
be produced, D. Mitchell, chajg- 
man and president of Sylvania 
Electric Products Inc., of New 
York, who are co-operating with 
Thorn Electrical Industries Ltd 
in the new project, said that while 
British scientists were ahead of 
their US counterparts, American 
marketing could put new pro- 
ducts in the hands of the public 
far faster. 

“We grab what you have done 
and run with it much faster than 
you | do,” he said. 


out by 
Asso- 


L700,000,000 
passengers a year 


Tel: MAY fair 8886 
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in over 
95 


Three quarters of the 
circulation of The Times Weekly 
Review goes abroad, to more than 95 
different countries. A third of its 
eaders are direct postal subscribers—one 
in four of whom lives in 
the United States of America or Canada. 
The people who read The Times Weekly Review 
are executives in business and industry, 
government and local affairs. They buy it because 
they need news and comment from London backed 
by the resources and carrying the authority of The Times. 


your advertisement in 


WEEKLY REVIEW 


Published every Thursday. Press date 12 days preceding. 
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This display for West's Gas Im- 
provement Co. Lid. at the Fuel 
Efficiency Exhibition at Olympia was 
erected and designed by Driscoll 
Brothers Ltd., in collaboration with 
West's publicity officer, S. A. Hall. 


al . 
Same again 
Owing to the demand for 

tickets for the Rank Screen Ser- 
vices Ltd. special showing next 
Thursday at the Leicester Square 
Theatre, a second performance 
has been arranged for the follow- 
ing day at the same cinema. It 
will begin at 10 a.m. Guests who 
applied for tickets after October 1 
have been sent tickets for the 
second show. 


Nursing show opens 
The 4ist Annual Professional 

Nurses and Midwives Conference 

and the London Nursing Exhibi- 


tion, under the auspices of 
Nursing Mirror, will open on 
Monday, for five days at the 


Seymour Hall. 


NEW TERMS 
FOR HIRING 
TELEMATS 


Telemats (United Kingdom) 
Ltd. have announced a revision 
of their hire terms for Telemats 
(first announcement—see July 6 
issue). Originally they were hired 
by the number of transmissions 
for which they were used. 

Now they can be hired for a 
period of time—the minimum is 
10 weeks—during which they can 
be used for an unlimited number 
of transmissions. 

Weekly charge is £6 a week for 
the minimum period, dropping to 
£3 a week for a 40-week period, 
for Telemats used in London, or 
Yorkshire after January 1. For 
Birmingham, or before January | 
in Yorkshire; the minimum charge 
will be £4 a week for 10 weeks, 
dropping to £2 a week for 40 
weeks, 


Midland rep 


Telemat (United Kingdom) 
Ltd.’s Midlands representative is 
Trevor N. Bertram. His office is 
at Stratford House, Stratford 
Place, Birmingham, 12. 


Sales director Vernon Burns 
states that Telemats have been 
“exceedingly well received.” He 
has just returned from the Mid- 
lands area where he spent a week 
studying the reaction to commer- 
cial television in the area and the 
specific reaction to Telemats. 


A party of nine public relations officers representing industrial associations 


with wide export interests visited the Central Office of Information recentl) 


at the invitation of the director-general, T. Fife Clark. During the dual- 
purpose visit, the PROs saw how publicity material is prepared for use by 
COIl’s overseas services and met the officers responsible; and they discussed 
ideas and suggestions leading to closer co-operatton. Members of the part) 
are seen here in the cinema, where they were shown some films and heard 
a talk by the director of films division, D. B. Mayne. Back row (left to 
right): H. Lemon (Wool Industries Research Federation); James Hadley 
(British Man-Made Fibres Federation); Guy Chesham (Macnine Tool 
Trades Association), J. ! Fraser (British Electrical evelopment 
Association); > ©. Weeden (Glass Manufacturers’ Association); 
D. U. Hunt (British Tron and Steel Research Association); and B. C. 
Thomas (home controller, CO]. Front row (left to right): D. B. Mayne 
(films division, COI); E. C. R. Hadfield (overseas controller, CON; Sam 
Black (British Electrical and Allied Manufacturers’ Association); T. Fife 
Clark (director-general, COI); Mrs. M. E. Curran (National Jewellers’ 
Association); and H. 1. Watts (British Cycle and Motor Cycle Industries 
Association Ltd.). 


A decorated float, based on the theme of the poster, 
margarine,” ( 
and Jurgens Lid., Purfieet, Essex, for the Southend Carnival procession 


@ Continued rom page 4 
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Bread loves Stork 


was entered by the Stork margarine works of Van den Berghs 


Record attendance at YNA meeting 


by people seeking to get for no- 
thing what they ought to pay 
for. However attractive they 
might appear on the surface, 
buried in them was the “free 
puff” for a policy or a product 
that had only two proper places; 
the advertisement columns or the 
wastepaper basket. 

Such features and pictures 
were frequently aimed at 
women’s page editors—and far 
too often they hit their target. 
In such cases the editorial! 
balance should be debited with 
an entry to the value of the ad- 
vertisement space that had conse- 
quently remained unsold. 


Held at the North British 
Hotel, the conference had a 
record attendance. It was pre- 


sided over bv John H. Maxwell 
(Dumfries and Galloway News), 
president, YNA. 

Mr. Gwyndaf Jones opened 
the business sessions with an off- 
the-record assessment of the pos- 
sible influence of craft and non- 
craft union mergers. 


Other speakers included Ala- 


stair M. Dunnet (editor, The 
Scotsman), on “The editorial 
problem”; C. F. Carr (general 


manager, Southern Newspapers, 


On Friday evening there was a 
civic reception in the City Cham- 
bers, and on Saturday a banquet, 
at which the 


members were 
guests of the Scottish Alliance of 
Master Printers. The guest 
speaker was Sir Compton 


Mackenzie. 

A golf competition for the Si: 
Eric Bowater Cup was played on 
the Dalmahoy Course on Satur- 


day afternoon, and won by 
Michael Robinson (Wakejicld 
Express), 33, R. B. Hendeison 


(Belfast Newsletter), scoring 31; 
and Michael Rowntree (Oxford 
Mail), last year’s winner, 30. 

A number of parties went on 
conducted tours of the Scotsman 
offices. 


(See Mainly Personal, page 60.) 


Study course for 


salesmen 


A week-end study course, held by 
the Royal Counties branch of the 
Incorporated Sales Managers’ 
Association, opens at the Royal 
Hotel, Ascot, at 6 p.m. today 
(Friday) and will close at mid-day 
on Monday. Among companies 
sending students are Aspro, Auto- 


Ltd.), who spoke on “Present and knitter, Johnson & Johnson, 
future technical developmenis in Hoover, Horlicks, Huntley & 
newspaper production”; and Palmer, Wilkinson Sword, and 
John Gordon (editor-in-chief, Tecalemit. 

Sunday Express), who reminisced The practical course is designed 
under the title, “Newspaper to show the stages of formulating 
making.” 


a sales policy and how that policy 


At the invitation of O. W. J 
Henderson (Belfast News Letter), 
vice-president, YNA, it was tenta- 
tively decided to hold next year’s 
conference in Northern Ireland. 


can be implemented. Instruction 
will be given by members of the 
Association, and students will 
produce their own plans in small 
study groups. 


A.B.C. Figures 
Jan. to June, 1956 


67,254 


CAMBRIDGESHIRE TIMES GROUP 


Copies 
Weekly 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
London Representative: Mrs. K. D. FALKNER 
69 Fleet Street, E.C.4 Tel. Fleet Street 9353 
Northern Representative: ARNOLD ELLIS 


64 Cromford House, Manchester, 4 Tel. Blackfriars 6987 
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for Standard 


S is for Standard as advertised to 


13 million people including you. 
For national impact to one in three 
Take space in the Pic — IMMEDIATELY. 


Readership : 13,070,000 (Hulton Survey). Net Sale : 5,624,010 (ABC Fan.-fFune 1956) 
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Southampton 


‘More publicity for the port wanted’ 


says former docks manager 
Southampton—“Gateway to the Empire’ "—is not publicised sufficiently 


to the Americans and is no more than a 


“landing place” for tourists 


who come to Britain on their way to the Continent, said R. P. Biddle— 
former docks and marine manager at Southampton, who retired at the 
beginning of the month—speaking at the annual civic luncheon of 
Southampton Publicity Club last week. 


Mr. Biddle, who was a special 
guest in company with the Mayor 
of Southampton and the Sheriff to 
receive’ the annual Award of 
Honour, said that for many years 
he had seen too many visitors 
passing through the port and town. 

“I would like to see members of 
Southampton Publicity Club, in 
association with the Borough Coun- 
cil and Chamber of Commerce, go 
to America and tell the leading 
representatives of travel agencies of 
what Southampton has to offer. The 
present situation must be drastically 
altered,’ he added. 


Mr. Biddle thought that although 
it would not be possible for the 
such a 


local authorities to finance 


venture, those who could contribute 
to a fund to support such a scheme 
would be the business and tradesmen 
of the town. 

If the club adopted his idea, said 
Mr. Biddle, greater prosperity would 
come to Southampton. 

Mr. Biddle acknowledged the 
Award of Honour presented by the 
club and said he was privileged to 
follow in the footsteps of the three 
previous holders. 

A tribute to Mr. Biddle was paid 
by C. F. Carr, general manager and 
edivor- in-chief, Southern Newspapers 

td. 

He said Mr. Biddle had held office 
as docks and marine manager for 
two decades and had succeeded to 
this position after 30 years’ service 
in the docks. 

A. B. Burnett, chairman of the 
club, said he and his fellow mem- 
bers were privileged to entertain the 
Mayor and Sheriff who, on this 
occasion, were accompanied by the 
Town Clerk, A. Norman Schofield. 


London 
‘Advertising keeps 
. 
press free 

The fact that he would rather see 
fewer advertisements at higher rates 
in the newspapers than a lot at low 
rates was referred to by Charles 
Eade, editor of the Sunday Dispatch, 
when he addressed the Publicity 
Club of London last week. 

He said it would be better for the 
reader and the advertiser. Many 
advertisements had a readership as 
high as anything in the editorial 
section of the paper. 

The press of both this country and 
America was kept free by advertising 
more than anything else, added Mr 
Eade. The press did not receive 
government subsidies, and as long 
as newspapers could be supported 
by their two sources of revenue— 
advertisements and sales—they 
would retain their independence, 


PUBLIC SPEAKING 


The new season of the Public 
Speaking Section of the Publicity 
Club of London opened yesterday 
(Thursday). The class will meet every 
Thursday from 6.30 p.m. to 8.30 
p.m. at the Porcupine, Charing 
Cross Road, adjacent to Leicester 
Square Underground Station. 


Women’s Club 
CLUB YEAR OPENED 


The Women’s Advertising Club of 
London opened its club year with 


a cocktail party at the English 
Speaking Union recently. Present 
was the mew president, Mrs. 


Kathleen Howie. 


The Publicity Club of Wolverhampton held a cocktail party at the 
Castlecroft Hotel last week and members of the social committee turned 


waiters. 


Left is Roy Watson, centre Dick Pine and right Bill Newton. 


In the centre, seated, is the chairman of the club, Jack Corbett. 


TRAMS & BUSES 


PIERS - ROAD SITES 


AIRPORTS 


TELEPHONE KIOSKS 


TRANSPORTATION ADVERTISING ? ASK 


* CITY GUIDES 
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The winner ofthe Regent Advertising Club's Miss Regent 1956 contest was 
18-year-old Pauline Marshall (centre), of Foote, Cone & Belding Lid. On 
either side are the two runners-up (left) 18-year-old Myrna Brown, Leonard 


Hill Publications and (right) 26-year-old Eileen Baker, Charles W. 
the hair stylist, 


Lid. The judges were Raymond, 


Hobson 


Noel Mayne, of Baron 


Studios, and Robin Adler, the Regent Club's honorary photographer. 


Golf 


Aldwych Club’s 


president’s day 
The Aldwych Club Golf Circle's 


president's day was held at 
South Herts Golf Club on Tuesday 


of last week. Results: 

Morning (members)—winner : 
T. K. Taylor; runner-up: W. G 
Barney (after triple tie with J. T 


Patterson and A. R. Jullens); hid- 


den 9 holes: J. T. Patterson 
(Guests) winner: A. Slark; runner- 
up: R. Hunt (after tie with E. V 
Thomas). 


Afternoon—winners: T. K. Tay- 
lor and P. S. Blande; runners-up: 
R. C. Holman and W. G. Barney. 

All prizes were given by Kenneth 
Horne, the new president, who 
presented them to the winners, and 
himself played in both competitions 


Regent 
Stuart Mayes wins 
golf trophy 


Last week the Regent Advertising 
Club Golf Circle held its Autumn 
epetns at the Mill Hill Golf Club 

The Dennis W. Mayes Trophy 
played over 18 holes at Stableford 
was won by Stuart Mayes with Fred 
Trash runner-up. The afternoon 
foursomes were won by Guy Barney 
and Jarvis Whiteley, who were pre 
sented with table lighters given by 
the club president, Gordon Boggon 


Berks and Bucks 


Get-together party 

The Berks and Bucks Publicity 
Association opened its 1956/57 
Season with a get-together cocktail 
party at the Hotel de Paris, Bray-on- 


Thames. The president, J. R. Gales. 
and the chairman, Miss G. Mary 
Messer, welcomed many leading 


personalities in the advertising pro- 
fession, including Trevor Harris. 
Publicity Club of London chairman. 

The first business meeting of the 


BBPA was held last week. D. N. 
Spargo, director of Nicholas Car- 
toon Films Ltd., spoke on “Selling 


is fun—The cartoon as advertising 
medium.” 


Manchester 


al . 
Fees for public 
speaking cut 
David Redwood, lecturer in 
sociology at Manchester University, 
is the instructor for Manchester 
Publicity Association’s public speak- 
ing course. The meetings will be 
fortnightly. The subscription has 
been reduced from three guineas to 

one guinea. 

The series of classes organised by 
the education authorities at the 
Manchester College of Commerce 
have been designed to fit candidates 
for the Joint Intermediate Examina- 
tion of the AA and the IPA, and the 
Diploma of the Advertising Associa- 
tion. 


9 . 
Ad Man’s Diary 
Monday, October 15 
Pusticiry Crus oF LONDON meet- 
ing “Whither Advertising."’ Wal- 
dorf Hotel. 6.15 p.m 


British INSTITUTE OF MANAGEMENT 


meeting. St. Enoch Hotel, Glasgow 
7.15 p.m 

INCORPORATED SALeS MANAGERS’ 
Association (Manchester branch) 


meeting. ““The Economic Situation.”’ 
Tuesday, October 16 

InstiruTe OF PupBtic RELATIONS 
meeting. *‘Printed Material."’ Man- 
agement House, Hill Street, W.1 
6.30 p.m 

Pusticity Cyius oF WolverRHamp- 
TON public speaking section. Public 
Library, Wolverhampton 7 p.m 
REGENT ADVERTISING CLUB lecture 
on copywriting 6.8 p.m 
Wednesday, October 17 

Pusticiry Ciusp or Hut meeting 
Roval Station Hotel. 5.45 p.m 
Thursday, October 18 

Pusticiry Crus or Leeps luncheon 
meeting Northern Hotel, Leeds 
1 p.m 

ASSOCIATION OF CIRCULATION ExeEcu- 
rives luncheon. Connaught Rooms. 
Friday, October 19 


Pusticiry Cius oF BOURNEMOUTH 
luncheon mecting Grand Hotel. 
1 p.m 

Sociery oF DirtoMa MemBeRS OF 
THE ADVERTISING ASSOCIATION 
annual presentation of diplomas 
Church House, Westminster 6.15 
p.m Followed by annual dinner 
House of Commons Dining Room 
7.30 p.m 

Pusticiry CLUB OF GLASGOW 
Meeting. 


TEMPLE BAR 2044 (5 tines) 


MASONS 


33 NORFOLK STREET STRAND LONOON W.C.2 
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~ NORTH : NORTH - WEST _ 


NORTH -EAST as | 


1SV3-HLON 


1SV3 


1SV3 - HLJON : 


that means 
HULL 
GRIMSBY - LINCOLN 


HULL DAILY MAIL!GRIMSBY EVENING TELEGRAPH 
YORKSHIRE & LINCOLNSHIRE TIMES (Hul/) GRIMSBY SATURDAY TELEGRAPH 
LINCOLNSHIRE ECHO / 


; ow 
e ‘ 
R. H. PENNEY, Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED. 


163, QUEEN VICTORIA STREET, LONDON, E.C.4 FLEet Street 6000 
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COWM MEN DT 


THE ODD 
SPOT 


It is not often that the owner of 
a medium or one of his execu- 
tives criticises publicly the 
advertisements it carries. 

So it came as a shock when Pat 
Henry, sales director of Asso- 
ciated TeleVision Ltd., told 
the Coventry branch of the 
Incorporated Sales Managers’ 
Association that he is “appalled 
at how bad some of the adver- 
tising agencies are at producing 
advertisements for television.” 

But the creative men should not 
take offence, for it is straight- 
from-the-shoulder talk like this 
that will help to develop the 
medium to full effectiveness. 


Cautious beginning 


When Mr. Henry is apportioning 
blame, however, he should 
remember the difficulties which 
faced the creative men. 

The early cautiousness which 
stilted the imaginative approach 
did not stem from lack of 
ability to produce selling com- 
mercials. It was the result of 
the desire of all connected with 
the development of the medium 
not to offend the critics or the 
loosely written Act. 

When it comes to criticism not 
all should fall on the commer- 
cials. Some of the entertain- 
ment is in the same category 
as the worst advertisements. 
And that is important to the 
advertiser, for the size of the 
audience depends on_ the 
quality of the programme. 


Cost problems 


The best British commercials are 
excellent, and given a few more 
years of experience the agencies 
will produce spots as good as 
any in the world. 

The worst are certainly very bad. 
But is that necessarily the fault 
of the creative men? Mr. 
Henry does not exclude the 
self-opinionated advertiser from 
his condemnation. But he 
neglects to mention the cost 
factor which led advertisers 
with smaller appropriations to 
use still pictures in a living 
medium. 

As for “fascinatingly clever adver- 
tisements which do not sell 
goods,” who can judge which 
are these? Some “soft” spots 
have been running for months, 
and it is difficult to believe that 
advertisers persist with them if 
they do not sell. 


TALKING POINTS 


Octoper 12, 1956 


Advertising ‘not worth while’ with 
less than £200,000 to spend 


[Ss it a waste of time and 

money to launch a co- 
operative adveftising cam- 
paign with an appropriation 


much less than £200,000 a 
year ? 

Apparently the leaders of the 
furniture industry—fighting for 


sales in a hardening market 
think so. 

A British Furniture Trade 
Confederation committee has 
“come to the conclusion that it 
would be unrealistic, in present 
circumstances, to contemplate a 
scheme of publicity for the furni- 
ture industry costing anything 
like the amount of money envis- 
aged in the draft plan put before 
the former committee (£200,000 
in the first year, rising to £600,000 
in the fifth year). 

“At the same time,” states their 
report, “the committee had re- 
gard to the fact that if a collec- 
tive promotion campaign involv- 
ing paid advertising through any 
recognised media were launched 
with a very substantially lower 
budget, this might well amount 
to a waste of whatever money 
were put into it.” 

The alternative scheme put up 
to the Federation is almost laugh- 
able: it recommends the appoint- 
ment of a public relations officer, 
at a total cost, including his 
salary and that of his staff, not 
exceeding £5.000 a year. 

As Furnishing World says to- 
day: “Make no mistake, public 
relations without paid advertising 
is like a table without legs. It 
will fall flat.” 

Footnote for sleevers: The 
Bedding Federation has decided 
to set up a Bedding Information 
Centre and to engage public rela- 
tions consultants to assist. 


ODOUR COLOGNE 


HE German advertiser has 

his knocking copy troubles, 
too, as this story from Bonn 
indicates : 

Herr Koelsch, of Siegen, who 
empties cesspits as a living, has 
been allowed by a Cologne court 
to continue using his telephone 
number 4711 for ordinary busi- 
ness purposes, though not for 
advertising, states a beautiful 
little report tucked away at the 
bottom of a column in The 
Times. 

The firm of perfume and Eau 
de Cologne makers, “4711,” had 
brought an action against Herr 


~~ 


“So—you’ve come home! 
Market research again, | 


suppose ?”’ 


Koelsch seeking to restrain him 
from the using of the telephone 
number in particular as means 
of attracting business. He at 
one time displayed the number, 
which, he claims, he was given 
quite accidentally, prominently 
on the side of his van. 

“4711” also asked that he be 
given another number altogether. 
This the court would not allow. 


NATURAL BREAK 


@ I won't disguise the fact that 
if a programme does pot get a 
high rating, advertisers do not 


elect to take time round and 
about that programme, and there 
is the temptation to drop that 
programme, and substitute some- 
thing which will get a higher 
rating. ® —Philip Dorté, Mid- 
lands controller, Associated Tele- 
Vision Ltd., in Birmingham. 


TRIPPING THE LIGHT 
FANTASTIC ... 


LD aie you noticed the TV 
spot in which a small boy 
iS said to be getting ready to go 
out to his first dance? 


On this column’s screen he 
looks about 12. And the family 
circle says: “How ridiculous! 


He’s too young to go dancing.” 

Does this unbelievability spoil 
the ad? Well, we always laugh 
at the commercial but cannot 
remember what it is trying to 
sell. Can you? 


ADVANCE BOOKING 


HESE few kind words for a 

manufacturer appeared in 
the news columns of a furniture 
trade paper : 

Turning out as it does such 
fine-grade workmanship, it is 
obvious that the firm’s products 
will always be in demand, and 
B. Cohen & Sons, Ltd., will, we 
confidently predict, be recording 
its bicentenary in “The Cabinet 
Maker” in the vear 2048. 


TOMORROW'S TOPICS 


@ Scottish launderers are pre- 
paring to fight for business. 
Some of the larger firms are 
taking exhibition space and 
planning extended press adver- 
tising to overcome the effects 
of home laundering and the 
launderettes. 


@ The makers of a famous food 
mixer are planning to launch 
a full range of domestic 
appliances. 


@ New packaging development: 
heat-sealed polythene bags in 
novel shapes to match the 
character or name of the pro 
duct 


@The council of the AA is 
expected to approve at its 
meeting next Thursday a pro- 
posal to hold an Export Adver- 
tising Conference next year. A 
date in March seems likely. 


@ One of the biggest advertising 
battles this winter will be 
among the breakfast foods. 
New and improved products 
will be marketed within the 
next two months and record 
appropriations are being ear- 
marked. 

@ Makers. of traditional floor 
coverings will react sharply to 
extensive campaigns now being 
planned for the new, plastic- 
backed, tufted carpets. An 
all-media advertising war is 
anticipated. 

@ Cinema owners in London and 
the Home Counties are to 
review publicity methods in a 
bid to hold audiences in face 
of the TV challenge. The 
whole approach to film adver- 
tising is to be examined. 


ROUND TABLE 


* ONE OF BRITAIN’S BEST MARKETS 


ered by SURREY ADVERTISER 


LONDON : 143 Fleet Street, E.C. 4. Tel: FLEet street 6692 Head office: GUILDFORD Tel: 5252 
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A.B.C. average daily net sale 


194,056 


Audited Mon. to Fri. net sale 


194,802 


dvertisements appearing in the Express 
€& Star on Mondays to Fridays enjoy a 
sale slightly greater than the average daily 
sale certified by the A.B.C. That is the signi- 
ficance of the above January to June figures. 


The reason—the sales of our Saturday evening 


football paper (116,497) are not included in 
our A.B.C. certificate. 


A complete breakdown of our sales in each of | 
our main 13 centres of circulation is given in 
our Market Data booklet. Write for one. 


Express and Star 


Second Largest Provincial Evening Sale South of Sheffield 


HEAD OFFICE: WOLVERHAMPTON ® LONDON: C. P. R. CRANE, 44/45, FLEET. ST. "PHONE: FLEet 9580 
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BELIEVE that the advertising business is not proud enough 
I believe the advertising business is too wont to get 


of itself. 


18 


off in dark corners and pass out cards from the back. 


Advertising is an “Aunt Sally’ 
for the leaders of public opinion 
and for every possible kind of 
crank there is in Whitehall. They 
portray us as all kinds of evil- 
minded people. When indepen- 
dent television came up we were 
going to do nothing except ruin 
the homes of every family in the 
country; we were going to debase 
the morals of a nation. That was 
pure nonsense. 

I do not agree that advertising 
is a slightly shoddy business. On 
the contrary, we ought to be very 
proud of it. I enjoy it, and | 
have devoted my life to it. 

We mould public opinion, and 
as soon as one accepts the 
responsibility of forming public 
opinion, one must also accept the 


responsibility of leading public 
opinion. 

And if we lead it, we lead it in 
parallel with the _ editorial 


columns of the newspapers, and 
the radio. There is no reason on 
earth why we should play second 
fiddle to anyone, anywhere, ever. 

We ought to be proud enough 

and tough enough—to accept 
our own responsibilities and be 
prepared to carry them out and 
to carry them out on a national 
scale or on an international scale. 

I should like you to think 
about, and at some point perhaps 
at this club debate, the possibility 
of forming in this country an 
Advertising Council, which 
would be a non-profit making 
organisation, set up in the public 
interest, that would take the 
talents, resources and facilities of 
the advertising business’ and 
devote them to the public good, 
not for profit and with no com- 
mission. 


Unknown so far 


No present organisation in this 
country handles this type of pro- 
ject, and I think there is great 
feed for one. 

Various examples of the work 
the Council could do spring to 
mind. When it comes, for ex- 
ample, to telling the mothers and 
the families of the country the 
story of polio inoculations, it 
would not be left entirely to the 
Ministry of Health, good as they 
may be 

The advertising business, 
through this formal body, would 
be able to say: “Look, we will 
take on this job, we will do it for 
you, for no pay. The newspapers 
will contribute the space free, 
and the BBC and the ITA will 
give time on the air.” 

The agency chosen by the Ad- 
vertising Council would contri- 
bute their talents. One agency at 
a time would do a polio cam- 


paign, or a road campaign, or 
any other public service 
campaign. 


That would take away from the 
advertising business the slur that 
we never do anything unless we 
get paid for it. 

Let us realise our responsibili- 
ties. Let us start doing things 
that are in the public interest. 


That Ad 


Couneil 


ember 28 issue 


that—of necessity—brief story. 
This page is therefore devoted 
to a much longer report of 
what Pat Dolan told the Club 
Council and other 


current controversial topics. 


about the 


In the Stop Press of the Sept- 
Pat Dolan’s 
suggestion for an Advertising 
Council in this country—made 
in a speech to the Regent Ad- 
vertising Club—was reported. 
Great interest was aroused by 
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PAT DOLAN—chair- 
man of Dolan Davis 
Whitcombe & Stewart 
Led. and Patrick Dolan 


and Associates Ltd. 


scheme — by Pat Dolan 


Let us get away from dark 
corners. There is no reason for 
us to be second-class citizens of 
Fleet Street. We also can carry 
out a public service. 

I think it would be an interest- 
ing and a challenging job so far 
as our Own agency is concerned, 
We would want no part in run- 
ning such an organisation. All 
we would do is to say that if any- 


body wanted us to devote our 
dubious talents to any cause, 
they could have them free, on 


that basis, so long as everybody 
else came in. 

Now for another topic—pub- 
lic ownership of newspapers and 
agencies.* 

I do not know how the agency 
business is going to evolve in 
London, and I do not know how 
it is going to evolve in Europe 
either. Strange things are 
happening, because of other 
pressures which have nothing to 
do with the advertising business. 

A man will spend his life here 
building up a business in adver- 
tising, and because of tax pro- 


* One of the qualifications for an 
advertising agency seeking official recog- 
nition by the Newspaper Proprietors’ 
Association and the Newspaper Society 
is that public money must not be 
invested in the agency Object is to 
prevent an advertiser getting control of 
an agency by buying up blocks of shares 
in a take-over bid 


A new medium is required by export advertisers, said Pat Dolan. 


WANTED — an 


think that in many ways the 
British press and magazines are 
very good—you cannot gain- 
say that. But they could be a 
lot better, and I will give just 
one example. 


Because, again, of the tax system, 
there is little drive, and 
occasionally no imagination, 
behind the press. There cer- 
tainly isn’t the gambling that 
there ought to be. 

We agencies have to advertise 
our clients and their services 
all over the world. Wherever 
people can buy things we want 
to advertise and sell them 
things. 


There is not one real overseas 


blems he cannot get his money 
out: in the end it goes in tax, 
and his wife and children get 
nothing. The whole thing be- 
comes abortive, and I think there 
must be some solution. 

Over the next five years I think 
the people who are charged with 
the responsibility of regulating, 
policing and inspiring this busi- 
ness have got to figure a way out 
of this one. No Government can 
just police or regulate: it must 
also inspire the people. 


No problem 


But when it comes to the news- 
papers or magazines, the same 
problem does not exist. 

There is public ownership of 
newspapers. If anyone wants to 
Start a newspaper or magazine 
and he makes a success of it, at 
some point he cashes in. The 
world, and the United Kingdom, 
is full of people who own shares 
in the newspapers; they are very 
good shares and I am all for 
owning them. The public owns 
them and the public is entitled to 
them. 

I cannot see the difference be- 
tween the public ownership of 
newspapers as expressed through 
stocks and shares and some form, 
perhaps controlled, of public 
ownership of an agency. 


Finally, I must come to com- 
mercial television. I have always 
been a strong supporter of this 
new medium, even before those 
people in Whitehall emasculated 
a pretty good idea for purely 
political purposes. 

Even though the 
Act is a monstrosity—which it 
is, I believe—the ITA are doing 
a relatively good job. 

The programmes are 
good as they could be, but they 
will get better. We already have 
the audience, although the BBC 
had goodness knows how many 


Television 


not as 


years to build up and to hold 
theirs. 
Within one year we come 


along—by “we” I mean the ad- 
vertising business and the pro- 
gramme boys—and we steal the 
audience right out from under 
the noses of the BBC. 

And we have got it; there is no 
argument about it. The people 
who have a free choice whether 
to look at the BBC or ITV look 
at ITV, three to one. 

If you are a democrat, and I 
am, you know that the free 
voice of the people speaks the 
truth. 

I am a strong supporter of 
independent television. Long may 
it reign. It had a rough time for 
the first year, but it will pay off. 


Regent members heard him say— 


international British magazine 


English newspaper or magazine 
that we can use to advertise 
our aircraft, our Hawker 
Hunters, our Gloster Javelins, 
our Brush Group engines. 
We have got to go to Time, an 


American magazine. We have 
got to go to Newsweek 
another American magazine. 
We have got to go to Life, yet 
another American magazine 
And in Latin America—a vast 
potential British market—there 
is nothing. 

We use Time, Life, Vision & 
Visao—all American. Why is 
that? 


Why should there not be at least 
one magazine or newspaper or 
publication that has its home 


here in the United Kingdom, 
in London, that embodies the 
spirit of London, our way ot 
life, our politics, our standard 
of living, our approach to al! 
the world political problems? 
Surely someone would take the 
gamble of launching a British 


international magazine and 
make it a good one? 
One of the big houses who, 


goodness knows, are very good, 
could turn out a million, two 
million, three million copies a 
week in any colour you want 
and do it very well. 

Won't they fill this gap, if only 
as a social responsibility to the 
country? 
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As a designer... 


Photograph by courtesy of John Cavanagh 


| 
I can usually recognize readers of 


HARPER S sano: 


Fashions, colours, cosmetics, accessories — they 
seem to know almost as much about these things 
as I do. Perhaps that isn’t so surprising when 
you consider that my clients and I get much of 


our news about fashions from the same source, 
Harper’s Bazaar. Time and time again the con- 
versation in my salon turns to some feature in 
the current issue. 


You should always have an advertisement in Harper's Bazaar—and it costs only £195 a page 


Alison James, Advertisement Manager, HARPER’S BAZAAR, 72 Brook Street, W.1. GROsvenor 7781 


Harper’s Bazaar is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of: Good Housekeeping - Harper's Bazaar e Vanity Fair 


- House Beautiful - She. The Connoisseur 
The Good Housekeeping Books 


Proprietors of: The Good Housekeeping Institute 
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National campaign in itself 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96, LONG ACRE, LONDON, W.C.2 
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Over 6,000,000 women 
and every one 


a potential customer 


If your product or service is bought by women—ano other daily or 
weekly mass advertising medium in the country can give you such 
an immense exclusive concentration of potential women customers 
as WOMAN. 


Your message in WOMAN goes directly to more than one-third of 
the nation’s most valuable prospects; selling in an atmosphere as 
natural to them as it is productive to you. More than that. It sells 
not once, but over and over, as long as WOMAN remains in the home. 


If you want every penny of your expenditure to influence an unrivalled 
coverage of potential customers without wasteful circulation or wasteful 
readership—you should advertise in WOMAN—the most powerful 
single selling force available. 
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T= seems to be agreed that 

a “Made in England” or, 
better still, a “Made in Scot- 
land” label on woollen and 
knitted clothes is almost an 
open sesame to the expensive 
end of the New York market 
—although there are disturb- 
ing rumours that new tariffs 
will soon be imposed to help 
the local boys make good. 

Is this advertisement from the 
inside front cover of the New 
Yorker a fair sample of how we 
advertise these goods? If so, 
somebody has taken the saying 
about the label all too literally. 
The label, in full colour, could be 
made of almost any material- 
linen, silk, artificial silk or wool. 
It might be a furnishing fabric 
or a matting or a dress material. 

Does the copy help us to solve 
the mystery” 

On the contrary, it heaps an 
enigma upon a conundrum by 
talking coyly of “the Davidow 
product” (a phrase that seems 
quite deliberately uninformative) 
and its language reminds me of 
letters from the less learned kind 
of babu scribe: 

The great—and consistently 
growing—consumer acceptance 
of the Davidow product has 
heen achieved through more 
than a half-century of unswerv- 
ing devotion to exemplary stan- 
dards of quality and service. 
Goodness knows, it is bad 

enough to have our scarce 
dollars spent on crying crooners 
and smirking pianists but at least 


.”, 
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REVIEW OF ADVERTISING 


A browse through 


some 


American journals 


forcibly reminded COPYTASTER that— 


has 


The old line won’t do 
for the New World 


they appear to buy pleasure of a 
kind. To spend them on talking 
gibberish to America’s more 
intelligent teaders is carrying the 
cold war much too far. 
Fortunately, not all our textile 
manufacturers tackle their over- 
seas advertising quite like this. 
Viyella’s advertising in New York 
is exciting and imaginative, and 
in a trade paper, called the Daily 
News Record, published in the 
United States, 1 found an excel- 
lent advertisement for Early- 
warm Witney Blankets, “made in 
Witney, England, since 1669.” 
This gives not only the size 
but the weight of the blankets, 
their colours and their retail 
prices. I particularly liked a 
little note in five-point type, 


85/ 


Housewives 
Read Local Papers 
in Kent 


KENT MESSENGER 
GROUP 


saying that the four point 

marks in the edges of the blan- 

kets originated in the days of 
barter in the North American 
fur trade, and showed that the 
blanket was worth four beaver 
skins! “Made since 1669” ac- 
quires a great deal more 
impact when it is supported by 
such a vivid snippet of the 
company’s history. 

* * * 

IN 24-POINT Monotype Plantin 
the Flour Advisory Bureau has 
written 

“Isn't it useful that plums 
are so good and plentiful? For 
quite the nicest thing you could 
give the family this week- 
end would be a beautiful, big- 
topped, with melt-in-the-mouth 
pastry, home-made plum pie.” 

There may be housewives who 
respond to this kind of tortured 
and tortuous writing, but I 
suspect that they are just the ones 
who buy ready-made fruit pies 
in cardboard boxes at Lyons. 
Very wisely, the Flour Advisory 
Service invites nobody to ask it 


for advice, for who could ever 
believe that advice from such a 
source would oe comprehen- 
sible? 


This simply won't do, considers 
Copytaster. Not in this way, he 
thinks, will we hold the vital 
market of the United States. He 


points out that by appearirg in 


the “New Yorker” the “gibber- 
ish” of the copy is destined to be 
read by America’s more intelli- 


gent readers. 


IF YOU can manage to see the 
Woman's Journal—it was in the 
August or September issue—I 
believe you would get enormous 
pleasure from a colour advertise- 
ment for Haworth’s Fabrics Ltd., 
who make sheets and pillow cases 
of a material called printed per- 
cale. 

The joy of it is in the photo- 
graph—one of the best colour 
photographs I have ever seen. 
But even if you cannot beg, 

borrow or even buy the magazine 
you are sure to see the advertise- 
ment when the next Layton 
Awards are distributed. If it 
does not get a first prize I shall 
have to organise a lynching party 
for the judges. 
* * 


ALL OF a sudden two well- 


known makers of stays have de- 
cided that women can read. Of 


@ Continued on page 24 


There’s a 


trade wi 


CARLY) LA METE Haws 
+” Comme FROM 
eMC Ame FOR CEmTunins 


& EARLYS 


WHITNEY POINT SL ANKE TS 


The whole advertisement is ex- 

cellent concludes Copytaster . . 

including the historical note. Full 

details about the product are 
clearly set down. 
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Men who mean business read i . 


THE FINANCIAL TIMES 


every day 


SIDNEY HENSCHEL 


* ADVERTISEMENT DIRECTOR - 72 COLEMAN ST., LONDON, E.C.2. 
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making 
your 
budget 


gO 
further 


Suddenly money is dear and just as suddenly R it 
- - ¢ 4 


markets are more difficult to conquer. 
Publicity is still a vital force in maintaining sales, 
in finding new markets, in developing new ideas, 


but profit margins may have to be trimmed, 


manufacturing methods re-organised, and prices reduced. 


This often means a smaller sum is available 


for selling and advertising. 


How can you stretch your advertising budget 
to do the same job, and even a bigger job? 
We have specialised for 2¢ years in small budget 
advertising. We know how to make small sums do 


a big job. We should be pleased to tell you how. 


Att? ve09 a 


wi we? 


TIBBENHAM PUBLICITY 

Advertising - Marketing - Public Relations 

244 HIGH HOLBORN, LONDON, W.C.: 
Telephone : HOLborn 8074-5-6 


Lee. 
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Copytaster sees a corset 
ad that makes him think 


This is the corset advertisement that made Copytaster wonder. ‘ 

At left is a page wholly taken up with the latest fashion line . . . at 

right is the rest of the double page spread—and it is a straightforward 
selling message for the Gossard product. 


course, this is regarded as heresy 
in the clothing trade, but having 
come to this startling conclusion 
the two manufacturers have gone 


a bundle. And to stretch the co- 
incidence yet further, their 
attempts to woo women with 


words appeared in the same issue 
of the same magazine. 

The Gossard people took a 
double-page spread and did 
something very unusual with it, 
using the left hand page as a pure 
reader advertisement with very 
long copy designed to do just one 
thing: to make people read the 
copy on the opposite page. 


Concern with fashion 


The first 30 lines of the reader 
page—say 200 words—are en- 
tirely concerned with the current 
fashions. If they describe authen- 
tic fashions—and I feel sure they 
do—they are probably pretty 
compulsive reading Lor any 
woman who embarks on them. 
And then we get to the last 12 
lines : 

“And the dress or suit that is 
all fluid grace must be under- 
lined by a firming, all-in-one 
foundation. 

“A gently controlled curve, 
long drawn from bosom to 
thigh, that's the pretty, 
feminine basis for this new, 
pretty, very feminine fashion. 

“The perfect figure-maker, by 
Gossard, is shown opposite—a 
lovely, long bodyliner that does 
a neat job of hip and tummy 
flattening, as it sweeps down 
to a firmly controlled seat and 
thigh-line.” 

Now that is literally all the 
advertising on the left-hand page. 


| Nowhere else is there any refer- 


ence whatever to stays, corsets, 
bust-bodices, foundation gar: 


ments, girdles, or anything re- 
motely connected with them. To 
you and me the Bodoni headlines 
clearly signal that this is a 
double-page advertisement, but 
I'll wager that not one woman 
in 100 ever guessed as she read 
the page on the left that Gossard 
were behind it. 

Is this good advertising? 

If the goods are right and the 


@ Continued on page 26 


Isn't it useful that plums 
are so good and plentiful? 
For. quite the nicest thing 
you could give the family 
this week-end would be a 
beautiful, big, topped with 


melt-in-the-mouth pastry, 


home-made plum pic. 


You know it’s = ae 
if you've made it yourself! 


The people who would respond 

to this advertisement, concludes 

Copytaster, are probably those 
who buy pies from the shop. 
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Woman in her howrs of ease... 


Uncertain, coy, and hard to please, to continue the | success—over a million sale in Britain, a world sale 


A MAGAZINE 


misquotation. But these hours (when she is, in fact, 
quite easy to please if you know how) are the ad- 
vertiser’s opportunity. The Reader’s Digest offers 
advertisers women—well over two million of them 
—at ease, alert, receptive, and intelligent. 

Altogether, some five million people enjoy this 
magazine each month. Why do they provide such a 
productive market for your advertising message ? 
One reason is that they are comfortably above the 
average in income—for instance, over a million of 
our readers own their own houses, and nearly a 
million have motor-cars. 

But more important still is our readers’ character. 
The Reader's Digest deliberately sets out to please 
people with inquiring minds, interested in many 
things, receptive to new ideas. Its phenomenal 


NO WONDER 


of over eighteen million—is the measure of the 
opportunity it offers to the advertiser who has 
something to say. Its readers really read it—pick up 
each issue many times as they browse through its 
articles. There is ample evidence that they read the 
advertisements, too. And they are exactly the kind 
of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and 
their pleasure in reading it that The Reader’s Digest 
is one of the great advertising media of Britain. 


OVERSEAS. International editions, 27 of them, cover key 
export markets. The British exporter can book space in London 
and, usually, pay in sterling. 


IT’S CALLED 


FOR READERS 


WITH A GUARANTEED 


1,100,000 


SALE 
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A corset message with a 
strip-tease undertone 


about women 


«when buthing beiles invaded the unmwenunes 


In Copytaster's oye = 
view this Berlei <geeaene 
advertisement is — 

worth studying for a 
the reason that it j 
presents a_ long Xz 


. | oe dae 
argument in an ; \40se?> = 


> “~.e 


| interesting fashion. SS 


reader-copy is authentic, it ought 
to be first-class advertising. 
Nothing seems sillier to me 


than the almost speechless 
advertisements in the under- 
ground railway and the 


women’s magazines with pic- 
tures of fabulously long-legged 
and obviously flat-chested 
young females in stays. Yet 
I am told that women come 
into shops carrying such ad- 
vertisements in their hands and 
say: “I want a corset like 
that!” And however unsuit- 
able for their figure it may be, 
they insist on having it! 

So you can’t just be logical 
about these things. hope 
Gossard’s line of copy makes the 
sales chart bulge in the most 
interesting directions. But I’m 


| not betting. 


To the point 


The Berlei people’s attack on 
the problem is far more direct 


| and to the point—so much so 


that it seems grossly unfair of the 
magazine to put “Advertiser's 
Announcement” at the top while 
Gossard go scot-free. 

The copy is so much more 1n- 
teresting to me than Gossard’s 
that I am full of suspicion about 
it. Was it written by a man? 
Can we be sure it is the right 
stuff for women? Above all, 
isn’t it far too logical to appeal 
to women? ° 

I give you one short tasting- 
sample and then you can form 
your own opinion: 

“If you buy a shoe, and it 
hurts, you can kick it off—there 
are very few of us who have 
not done this in a cinema. But 
if your corset is killing you 
you're stuck with it. Stripping 


SMAT o Fees 


ee 


in the cinema is not considered 

quite the thing—even in these 

free and easy days! That's 
why it’s so important to be 
properly fitted before you buy 

a corset.” 

That is fine readable stuff, say 
I. But it strikes me somehow as 
an entirely masculine approach. 
There is almost a leer in the 
Strip-tease section and I am not 
sure that women respond to that 
kind of approach. 

But, nevertheless, the copy is 
well worth studying as an 
example of presenting a long 
and, at first glance, rather tedious 
argument in an _ unusually 
interesting way. If anybody can 
induce women to read 500 words 
about anything, this copywriter is 
the man for my monéy. Unless 
he is a woman, of course, in 
which case he—or do I mean 
she?—will no doubt write a 
furious letter to the Editor. 


Facts about 
education 


THe Education Committees 
Year Book for 1956-57 has just 
been issued by Councils and 
Education Press Ltd. (price 30s.), 
and contains 700 pages filled with 
particulars of people and associa- 
tions, organisations and authori- 
ties, Ministries and departments, 
schools and colleges, and all the 
other varied institutions which 
form the living cells of the organ- 
ism of English education. The 
book (which has proved over 
nearly 20 years its value as a 
work of reference) is the standard 
reference book to the English 
education system. 
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We've got 


SWINDON 
taped! 


Interesting things are going on at Swindon—things all Media Executives 
and Advertising Managers should know about. Its development, for 
example; its remarkable increase in population; the new factories that 
are springing up; and the new retail outlets and other services that are 
expanding to keep pace with it all. 


And how the “Evening Advertiser” fits perfectly into the picture. 


These things—and more—are set out clearly in the booklet ‘Survey of 
Swindon”. If you have not yet received your copy, apply to :— 
T. G. N. Pearce, 
London Advertisement Director, 
Westminster Press Provincial Newspapers Ltd., 


167-170, Fleet Street, London, E.C.4. 
Tel: Fleet Street 3265 


Evening Advertiser 


SWINDON A.B.C. 31,246 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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DVERTISING agencies 
vary considerably in their 
use of market research. And 
different agencies (as well as 
individuals within agencies) 
have different views on market 
research. For this reason it is 
impossible to avoid  over- 
simplification when writing 
about “market research in the 
agency.” 

In this article I am concerned 
with tendencies: none of the 
statements I shall make will be 
true of all agencies. In every- 
thing I say I acknowledge excep- 
tional cases. On the other hand, 
there will be many agency men 
who will recognise from what I 
say some of the features of their 
own organisations. 

Let me begin by giving in dia- 
logue form three examples of 
prevalent attitudes to market re- 
search. J wonder how many 
readers will hear the bell ring? 


1. THE SHOP WINDOW 


DEPARTMENT 
(‘shop window” and “back 
room” are not incompatible). 


Account exec.: “And this is 
the research department .. . 
lot of interesting stuff here .. . 
these charts, for instance .. .” 

Client (impressed): “So you 
have a research department 
... never been in this part of 
the building before .. .” 

Account exec.: “Sorry to 
rush you like this, but if we 
are to have a drink before lunch 
and be back for the meeting 
at three...” 


Advertising agencies today can afford 


to waste nothing. But is full value 
always extracted from the research section? 
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The role of the research 
department in the agency 


By S. G. ANHOLT, 


head of market research department, F. C. Pritchard, Wood & Partners Ltd. 


2. THE INSURANCE 
DEPARTMENT 


Account exec. (to research 
man): “Look, we're a _ bit 
worried about this scheme, we 
think the client might not like 
it... we have to present it the 
day after tomorrow .. . a copy 
test—just a dozen or so house- 
wives . . . SO we Can say we 
tested it.” 


3. THE DEPARTMENT OF 
EXTRA-MURAL STUDIES 

Account exec.: “This is in- 
teresting . . . it shows that a 
lot of people know that Brand 
X contains neo-sulphabromide 

. it means we have to go on 
plugging the ingredients, 
doesn’t it?” 


Transparencies 


lit from behind are getting more popular every day. 
They offer the most effective means of showing 


| Photographic enlargements on transparent material 
| 


pictures of all sorts, drawings, graphs, or what have 
you. And they are the catchiest of eye catchers. 
Now, with the darker evenings already upon us, is 
the time to exploit them to the full. They go on 
working in showrooms, shop windows and else- 


arrest the crowds. 


white. 


where long after hours. On exhibition stands they 
Transparencies in colour, of 
course, are so much more effective than black and 


Research exec.: “It simply 
means that, among the 1,500 
women interviewed, 6§ per cent 
of those with children under 12 
in the household who bought 
within the past 18 months (plus 
of minus five per cent) said 
they knew . when asked 
what they thought . . . bearing 
in mind the limitations of the 
interviewing situation . . . pos- 
sibility of bias cannot be ruled 


out ... no conclusions can be 
drawn, .. .” 
What do advertising men 


account executives, copy writers, 
artists and space buyers—think 
of market research? 

I was rather depressed recently 
by the following analogy between 
market research and _ military 
intelligence, as explained to me 


Blow-ups 


are made by Autotype in all sizes—small enough to 
be carried under the arm, large enough to hide a bus 
—in any quantity, too, singles or in series. They 
can be supplied mounted or unmounted, in black 
and white or full colour. Practically any subject is 
improved by photographic enlargement, especially 
if entrusted to Autotype. Autotype have been 
making blow-ups for a very long time. They know 
most of the answers, take a pride in their work and 
keep their promises. Ask for price list, or better 


still, send a trial order. 


MOST of the really good ones are made by 


AUTOTYPE 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, LONDON, W.13. EALing 269 |-2-3 


by an account executive friend: 


Advertising executives regard 
themselves in a sense as front 
line officers, in continual 
touch with the “enemy.” The 
research man is at the “rear,” 
collecting information, sorting 
it, feeding it forward. The 
executive has to make the 
decisions which will commit 
his (and his clients’) “troops” 
and on which the success of the 
campaign will depend. The 
research man does not have 
to make these decisions—and 
for this reason, advertising 
executives tend to regard him 
as a detached onlooker out of 
touch with the realities of 
“warfare.” 

This implies a pretty low re- 
@ Continued on page 30 
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uy your markets 
In CANADA! 


COMPLETE, UP-TO-DATE 
MARKET ANALYSIS OF SEVEN 
KEY CANADIAN CITIES 


These seven booklets bring you complete, advance data 
on seven of the most important cities in Canada — Ottawa, 
Hamilton, Winnipeg, Edmonton, Calgary, Medicine Hat and 
Vancouver. 


You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. 
All this plus many more equally important and vital facts. 


Added together, they give you a complete up-to-date pic- 
ture of the factors which will influence your sales in seven key 
Canadian cities. In selling Canada, these cities make up a rich 
market you can’t afford to miss. They comprise the great 
SOUTHAM newspaper market . . . a $1,775,371,000 market 
covered by the seven Southam newspapers with more than 
1,500,000 loyal readers daily. 

With the Southam Survey on your desk, you can save 
yourself hours of research and correspondence. All the infor- 
mation you need will be available at your fingertips when you 
want it. 

These booklets are published as a service to all those who need 
up-to-date authentic facts and figures on Canadian markets. 
Order your free copies today. 

Write to: 

F. A. SMYTH, 34 Ludgate Hill, London, EC4 (or telephone City 2784). 


REPRESENTATIVE: 


THE SOUTHAM + NEWSPAPERS 


OF CANADA 


OTTAWA CITIZEN © HAMILTON SPECTATOR © WINNIPEG TRIBUNE © CALGARY HERALD 
MEDICINE HAT NEWS *© EDMONTON JOURNAL © VANCOUVER PROVINCE 


- 
a 4 
- “a nant ee : 
i. 2 att a. Pr) of a 2 a e ' 
; ; es i ontante # : 
ay s 4 — — EF = ; 
ew 4 
‘ . 7% hag anaryst® oe ; 
5 Pe ond wane anio 
“ iN , 
= | 
‘ - ot a _—, * 
4 “4 93 . it seen. : 
oy - gaanctt . the Me gf * % 
&Y ry as of x Drees 
oe 4 pares # : 
i ee gairersiPes : ot 2 c | 
et es aanitoe* -  — ; | 
% ee ee ee ee | 
es fe a be i 2 Be . 
fade Southam , ; 
—~ z, Vewspapers . 
| V2 ae of Canada | 
po pursts of oe ‘ aa " 
ost oe wt ce. 4 
250 Si, ae carer ees a % 
reg es 
fe er Pe it ; 
. * ¥ o yA ’ mantle ’ 
me —_—_ az arrsis.2 fe 
AO en! morc MAL : 
= Wer Fae pe ninenth ; 
0 LA P= = 
; arabe Toe a, OE) | 
- i mae ee pannel = ar ti J . 
ia at sis OF — > 4 
3 = ANAL Pe \ | 
ook gre Naa 
bm & x » — —- ane < » 
. z po 
ce ins org: uy abe? Ee . 
eo ge on” Pa . 
a . Pa. | 
wae 3 e | 
Py bad ; iat te La panket | 
. ‘page “sis oF 
: * a ANAL ouver 
* % as FR VANC! 8.c- 
, an 
. car _ , . 
On oaks \ 
Cos tS ae) | 
~ . . as Ne 
fe en, | 
JE ae | 
‘: ee ee er te | 
oo eGo 4 
; ; Wipes "se 
3, + ET i"; 2 | 
' : — 
£ 
ee 
PC 
: 


ADVERTISER'S WEEKLY 


The research men must end 
all academic detachment 


gard for both military intelligence 
and market research. Where this 
kind of attitude to research exists 
it is often caused, I suggest, by a 
wrong approach on the part of 
research men as well as advertis- 
ing executives. 

It is my firm belief that market 
research in the advertising agency 
can only attain its full status and 
win the confidence of advertising 
men if it overcomes its reputation 
for academic detachment. I think 
that the other kind of suspicion— 
that research findings are twisted 
to produce a particular result—is 
very rare and plays a much 
smaller part. 


Brake upon effort 


It is this idea of remoteness 
and disinterestedness which in 
many agencies prevents research 
from making its full contribution 
to the planning of advertising and 
marketing. I am not suggesting 
that too few agencies employ 
market research (this may be so, 
but it is not what I am getting 
at). 

My point is that, having 
called upon his research de- 
partment (or an outside firm) 
to provide him with the facts, 
the advertising executive often 


has insufficient confidence in 

the findings to act upon them. 

Except in so far as they confirm 

what he thought already. 

Sometimes, of course, it is more 
a question of understanding than 
of confidence, because the report 
does not give the executive any 
leads on how to apply the results 
of the research to his, or his 
client’s, problem. 

In many cases, the advertising 
agency’s attitude to market re- 
search will be transmitted to the 
client. I would suggest that a 
large number of firms, manufac- 
turing and marketing to the con- 
sumer, hear of market research 
as a possible aid to their own 
businesses through their advertis- 
ing agents. Conversely, a large 
number of such firms have never 
considered market research be- 
cause of their advertising 
agencies’ indifference to it. 

Why should some advertising 
agencies be indifferent to market 
research ? 

Well, first of all, it is not sur- 
prising that successful advertising 
men should prefer to rely on 
their own experience and in- 
formed hunches. This is some- 
thing that all research men 
should appreciate and respect. 

If you come into the problem 
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from outside, bringing your 
paraphernalia of statistical (or 
psychological) technicalities, you 
should not be surprised if the 
executive, who has to advise the 
client on advertising policy and 
spend his money for him, 
politely carried on with what he 
was doing before. Especially if 


your findings are so hedged 
around with qualifications, as 
some research reports I have 


seen, that really one might as well 
have relied on guesswork in the 
first place. 


Most futile role 


You will notice that I have 
stressed the research man’s 
approach from outside. Here | 
think lies the crux of the matter. 


It is in the role of outside 
consultant, his ponderous 
academic judgments echoing 
faintly down the_ corridors 
which separate the backroom 
from the client meeting, that 
the market research man is at 
his most futile in the advertis- 
ing and marketing world. 


What I have found to be the 
right approach for the research 
man in the agency is the inside 
approach. He must have a com- 
plete understanding of the 
clients’ production and marketing 


problems and an _ absorbed 
interest in them. (Little research, 
outside the universities, is done 


for its own sake, for the intrinsic 
interest of the technique in- 
volved.) The research man must 
also, I maintain, have a much 
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more than superficial knowledge 
of advertising. 

I am continually amazed at the 
naiveté shown by some people 
who write research reports. Quite 
often one sees a technically per- 
féct research document, statisti- 
cally impeccable, well and clearly 
written, marred by evidence of 
the writer’s ignorance of (and 
sometimes indifference to) the 
business situation to which he is 
supposed to be contributing. 

So far I have emphasised what 
I think is wrong with the research 
approach. Obviously something 
must be done on both sides so 
that research shall play its full 
part. 

The important thing I have 
found here is early and complete 
briefing. The question is often 
asked “at what stage should re- 
search be called in?” I would 
say, ideally, at the beginning. 
Before anything is planned, 
before the “troops” are com- 
mitted. 


Often a neglected aspect 
I will not labour this point— 
its implications are obvious and 


it has been said many times 
before. But I would like to 
point out one aspect which | 


think may often be overlooked. 
The feeling of belonging, and 
being acknowledged as a full 
participating member of the team 
is a vital contributing factor to 
efficient and enthusiastic working. 
The agency research man who 
feels himself isolated and who is 
@ Continued on page 32 
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The October 1956 edition of the 


MILHADO RATE LIST 


—the most up-to-date guide to export advertising 


giving full details (rates, circulation and readership) of leading newspapers, weeklies and trade papers in Austria, Belgian 
Congo, Belgium, Denmark, Dutch West Indies, Finland, France, French North Africa, Germany, Greece, Holland, Iceland, 
Indonesia, Israel, Italy, Japan, Luxemburg, Norway, Portugal, Saar, Spain, Sweden, Switzerland and Yugoslavia 


represented by the MILHADO organisation. 


To: 
140, Cromwell Road, 
London, S.W.7. 


Name ........ 


Firm ....... 


If you have not received the Milhado rate list (October 1956 edition) and you are interested in export advertising, complete 
this form and we will send you a copy free of charge. 


Albert Milhado & Co. Ltd., 


Please send me free of charge, a copy of the new 


Milhado rate list. 


Address 
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But how do you get the time of the men who spend the money P 
Why not book a weekly appointment with about 56,000 of them 
and meet them on their home ground in “ The Economist" 


The Economist, 22 RYDER STREET, ST. JAMES’S, LONDON, S,W.1 
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This is the entrance to a photographic 
studio. It’s an inviting entrance . . . and if 
you pass in, you feel that your acceptance 
of the invitation was not wasted. The 
atmosphere, the decor, the equipment of the 
Gee & Watson Studio suggest masterly 
photography . . . and, if you put the studio 
to work for you, you find, right enough, 


that the suggestion was well founded. 


Studio Director, Norman Lay 
Assistant Photographer, Ursula Hamilton 
Studio Representative, Mortimer R. Kindon 


GEE & WATSON PHoTocGRAPHic stTuDIO 


14 BROWNLOW STREET LONDON WC1 


Telephone HOLborn 4787 


Brownlow St. turns off Holborn, almest opposite Chancery Lane 
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The research man should 


break away from figures 


treated (however good-humour- 
edly) as an outsider, who does 
not share in the day-to-day 
adventures of advertising and 
marketing, is inevitably forced 
back on to a detached and 
academic stand point. He keeps 
strictly to his own field because 
it is only there that he feels at 
home. His friends and colleagues, 
with whom he talks about his 

| work, are not the account execu- 
tives, copy writers, space buyers 
in the agency, but people outside 
the agency—specialised market 
researchers. 

I think it essential that the 
market research man in the 
advertising agency should con- 
sider himself an advertising and 
marketing man as well as a re- 
search expert. And he should 
be treated as such. 

I realise that what has just been 
said will be disagreed with by 
many market research people 
(and others). It has been argued 
that the research man cannot in- 
volve himself in the advertising or 

| marketing approach without los- 
ing his objectivity. For myself, I 
do not think this is much of a 
| risk. A trained research man 
| when he is writing a report or de- 
signing a questionnaire does not 
| ask himself whether he is being 
| objective. It should be quite 
| impossible for him to be any- 
| thing but objective. And, pro- 
vided that he has won confidence 
| by his grasp of the problem, no 
one is going to doubt his objec- 
tivity. 

This brings me to my third im- 
portant point: 

The market research depart- 
ment in an advertising agency 
should be prepared, and be en- 
couraged, to contribute to the 
formulation of advertising and 
marketing policies. 


I am sure that a lot of talent 
in research departments is wasted 
because research men are im- 
prisoned by their figures. To pro- 
duce the figures in the first place 
is not a routine boffin’s job. True, 
it requires considerable technical 
ability and a thorough grounding 
of statistical techniques. But it 
also requires flair. 


Drawing the implications 


In my opinion the market re- 
search man in an agency, having 
set out his statistical findings and 
completed his research report, 
ought to be able to stand away 
from his figures and be able to 


point out their advertising or 
marketing implications for the 
client. Of* course, he must be 


very careful to draw the border- 
line between facts for which he 
has evidence in his tables, and 
opinions as to the policy implica- 
tions of those facts. 

But I would stress again that 
the agency research man who will 
not go beyond his figures under 
any circumstances is a pretty dry 
stick and cannot be a full mem- 
ber of the team. But, equally, 
the agency which does not en- 
courage its research man to go 
beyond his figures is not using 
the talent in its research depart- 
ment to full capacity. 

To summarise so far. There 
are, in my opinion, three impor- 
tant conditions for the efficient 
and full use of market research 
in the agency: 

@The research man must 
adopt the inside approach. He 
must cease to act as an outside 
consultant 

@ The agency must treat re- 
search as part of the advertis- 
ing team. Early and complete 
briefing of the research 

@ Continued on page 34 


Making display units for shoes 


A section of the factory owned by Display Craft Ltd. Operatives are 
seen putting the finishing touches to a point-of-sale display unit for 


Clark's shoes. 


The unit is of an elaborate construction and requires 


careful handling at the stage shown above. 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
Vs Europe’s largest plant producing 
point-of-sale material of all types, and 
occupies an area of 24 acres with an 
additional 1} acres of land for further 
development. Acme production, 
backed by a team of 50 designers, 
brings a complete service to adverti- 


sers. Top quality showcards, displays A Combined Mains Animation and Jewel Sign 

4 i t titiv : on Display produced by the ACME SHOWCARD & 
ae ee ee ee SIGN CO. in conjunction with The Publicity 
the keynote of this service. Department of Philips Electrical Ltd. 


Wu, ACME “JESTER” MAINS - 
ANIMATION MOTOR (P. patent 
711/56) used in this display con- ° 
sumes one unit of electricity per 
S a oy ra = — ~ SODA IAA: 


A 6 / OF ENFIELD 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works « Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London WI - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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The role of the research 
department in the agency 


department is essential 

@ The agency research man 
must be prepared and encour- 
aged to point out the advertis- 
ing and marketing implications 
of his research findings—and 
where necessary to go outside 
his figures in doing so 

The advertising agency, which 
has its own market research de- 
partment, has potentially added 
a new dimension to its picture of 
the market. It has a very valu- 
able service to offer to its clients. 

Of course the agency which 
has no research department can, 
and frequently does, call in a 
specialist organisation to carry 
out research for a client. The 
specialist market research organ- 
isation has this advantage: if is 
organised and has the resources 
to carry out large-scale market 
surveys economically. 

Few agency research depart- 
ments are thus equipped. But the 
agency research department has, 
I submit, considerably more to 
offer than the routine business of 
large-scale interviewing and 
machine tabulating. 

Given that the research depart- 
ment is, as I have suggested, an 
integral part of the agency, it can 
have a much closer insight into 
the business of the client than 


could an outside firm called in to 
tackle one specific job. 

The market research man who 
contracts out field work and tabu- 
lations to a specialist organisa- 
tion is not a “middleman.” He 
is in a position to ensure that the 
market survey is designed, and 
the report on it written, so as to 
bear directly on the client's prob- 
lems. 


Co-operation with outside 


In my experience there are 
several examples of surveys for 
clients of my own agency which 
have been carried out by inde 
pendent organisations from 
whom we have had nothing but 
friéndly co-operation and efficient 
service. That we in the research 
department have had a consider- 
able say in the design of the ques- 
tionnaire, and ourselves have 
written the report on the survey, 
has not detracted in any way 
from excellent team work. 

It is when we move from gen- 
eral market research to the special 
sphere of advertising research 
that the agency research depart- 
ment has a unique contribution to 
make. 


Copy testing should, I sub- 


mit, be a continuous s operation. 


Techniques of copy testing 
which have so far evolved in 
this country to the state where 
they are economically prac- 
ticable, rarely provide an “ab- 
solute” answer to the value of 

a particular copy theme or lay- 

out or illustrative treatment. 

The results of copy testing are 
chiefly of value when regarded 
comparatively. The greater the 
number of individual tests carried 
ouf using a particular technique 
the more reliable and helpful are 
the results. For this reason—the 
essentially continuous nature of 
copy testing—and for a variety 
of other reasons, it is necessary 
that the research team should be 
on intimate day-to-day relations 
with the creative people. 

Advertising research can be, 
and is, conducted by outside inde- 
pendent organisations, but in the 
past this has usually been of the 
kind which tests advertisements 
after they have appeared. I have 
no doubt that the new advertise- 
ment testing service which has 
recently been introduced by a 
specialist organisation to copy 
test advertisements before ap- 
pearance will be successful. 

But I would suggest that its 
appeal will be more to the agency 
which does not have its own 
research department. 

So far, I have spoken only of 
the type of research which in- 
volves the collection of original 
data—that is to say, sending 
people out to ask questions. 
There is, of course, another side 
to the activities of the research 


You can do with a Grant 


... most of the teasing tasks that make 
for the harassed Art 
Director; jobs that must be done at 
once but cannot be rushed; jobs that 
call for a skilled man when only a 
junior is available. Layouts and adap- 
on demand, accurate 
photocopies, enlargements and reduc- 
tions—the Grant will take care of them 


life difficult’ 


tations, ‘stats’ 


all... 


...a great deal of your Production 
work, such as preparing negatives for 
plate-making and blockmaking .. . 
This précision-built optical instru- 
ment (camera, enlarger, copier, visual 
aid in one) will, in fact, revolutionize 


64978). 


The NEW dual-purpose Grant showing 
extra lamps in operation 


your timetable, enable you to get 
through more work in less time, with 
better results, and to allocate confident- 
ly to assistants duties you now feel 
compelled to perform in person. 

You owe it to yourself, to your 
ambitious staff and to your clients to 
test the astonishing range of this 
versatile machine. Why not ask for a 
demonstration ? GRANT PRODUCTION 
CO. LTD., 4 Rathbone Place, London, 
W.1 (Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 


Ocroser 12, 1956 


department which can be of very 
great value to the advertising 
agency and its clients. The re- 
search department with its insight 
into the business of the agency's 
clients can provide the essential 
background of economic and 
business information by the col- 
lection and interpretation of pub- 
lished statistics. Again, this is 
something which has to be done 
continuously and the agency re- 
search department seems to me to 
be uniquely positioned to do this. 

There has only been space to 
show a few of the ways in which 
the market research department 


“THE market research 
department in an advertising 
agency should be prepared, and 
be encouraged, to contribute to 
the formulation of advertising and 
marketing policies . . . the market 
research man .. . should consider 
himself an advertising and 
marketing man... . | And he 
should be treated as such.” 


can be indispensable to the adver- 
tising agency. I have, however, 
been more concerned in this 
article to point out that it can be 
an expensive luxury if it is not 
used properly and to its full capa- 
city. If, that is, the research de- 
partment is not fully integrated 
into the team. 

How many agencies can really 
afford to run a “shop window de- 
partment” | or an “insurance de- 
partment”? For how long is it 


aoe possible for an ad- 
vertising agency to endow a “de- 
partment of extra-mural studies”? 
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Owing | 

to an overwhelming demand 

for tickets for their 

SPECIAL SHOWING 

of ADVERTISING, DOCUMENTARY 
and TELEVISION FILMS 

at the Leicester Square Theatre 


on Thursday, October 1|8th, 


Rank Screen Services Ltd. 
have arranged for a 
second performance 
at the same theatre 

on the following day 

Friday, October |9th, 


at the same time — 


10 a.m. 


The Man-with-the-Gong tenders his apologies 

to those who were unable to obtain tickets for the first showing, 
and invites anyone wanting them 

for the second showing . 

to apply, by letter or telephone, 

to Martin Stevens 


Rank Screen Services Limited 
1! Hill Street, W.! 
GROsvenor 6353 
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VERYBODY is familiar 

with the conditions which 
developed at the latter end of 
1955 and the measures adopted 
to remedy that situation. Suffi- 
cient time has now elapsed to 
be able to judge the efficacy of 
the policy, and perhaps the 
most important feature of the 
past few months has been the 
growth in both volume and 
value of British exports to a 
record level. 

Figures have been published 
up to and including August, and 
although the trade gap widened 
during that month, the drop in 
export shipments is not out of 
the ordinary for the time of the 
year. The Suez development may 
influence later figures, but as far 
as the first eight months are con- 
cerned, the results appear to be 
unaffected. 


Most favourable period 


The increase in exports, com- 
bined with the steadiness in im- 
ports and in the terms of trade, 
have helped to convert our 
balance of payments on current 
account from a deficit in 1955 to 
a surplus of “over £100 million” 
in the first half of 1956. Lest the 
improvement should be regarded 
as a green light and the signal 
for the removal of credit and hire 
purchase restrictions, it should be 
pointed out that the first half of 
the year is seasonally the most 
favourable and that during the 
last six months of the year, 


you have to provide tor your own 


retirement — here’s a book 


The last Budget brought good news of tax con- 
cessions for those who have to make their own 


THE CHANGING MARKET: Reviewing 
the trend of economic developments 
in the home and foreign fields, 

the conclusion is that— 


Exports are up—but 


so are the costs 


By ‘ADVERTISER’S WEEKLY’ 
MARKET RESEARCH TEAM 


out-goings are always heavier. 

Moreover, in comparison with 
the surplus required to cover ex- 
ternal capital investment, debt 
repayment and the rebuilding of 
reserves, the total is inadequate, 
and the London and Cambridge 
Economic Bulletin has gone as 
far as to describe the change as 
from “bad” to, at best, “indif- 
ferent.” 

The judgment, while realistic, 
is perhaps harsh in so far as to 
convert a deficit to a surplus of 
about £350 million per annum 
must take longer than six months 
—another argument against any 
relaxation in the government's 
present policy. As regards the re- 
serves, there was a_ recovery, 
albeit at a diminishing rate until 


that will help you. 


retirement arrangements. “The Northern’ have 
devised two new plans to make the most of 
these important new tax reliefs. 

Before you make your own plans, you should 
in your own interest consult ‘The Northern’, 
Their informative and very helpful booklet 
“Two New Ways to Provide for Your Retire- 


ment” will answer all your questions. 


Get 


the end of July, but the figures 
for August showed a disturbing 
loss. 

However, by and large, the 
figures for the increase in ex- 
ports are encouraging—and the 
rise has taken place despite a 
considerable rise in labour 
costs which, if continued with- 
out an increase in productivity, 
may reach the point where they 
push the price of our goods 
beyond those of foreign com- 
petitors. 

That this has so far not arisen 
and that export orders have 
remained good is to be attributed, 
according to one theory, in part 
to the advantage gained by this 
country by the undervaluation of 
the pound at $2.80. The under- 


your copy from the nearest Northern Office, or 
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valuation could easily have pro 
vided the extra margin for the 
continued rise in wages, but how 
far we are from the point where, 
failing a rise in productivity, 
further increases are possible, is 
a debatable point. And, un- 
doubtedly, in this sphere lies one 
of the dangers to further im- 
provement in our balance of pay- 
ments and to the reserves. 


Production index drops 


Another disquieting feature of 
1956 so far, is that the indices of 
industrial production and of 
manufacturing production have 
fallen from their levels of last 
autumn and also during the last 
three months even fractionally 
from those of earlier this year. 

The reason for the stagnation 
in production, it has been argued, 
has been the re-deployment of 

@ Continued on page 38 


Weekly Earnings 
in all Industries 


End - Apr., End - Oct., 
1956 1955 


Men, aged 21 and! £ s. d £s.d 
over... ee 
Women, aged 21 and 

over ; 
Men, women, youths 
boys and girls 


$199 S15 § 
9179! 972 


Manufacturing 
Industry 


Men, aged 21 and 
over mam 2 2y.0tit 1 


from your Insurance Broker, or simply fill in 


this coupon. 


You'll be on good terms with 


THE 


NORTHERN 


l To The Northern Assurance Co. Ltd., 

] Moorgate, London, E.C.2. 

| Please send me, without obligation, a copy of your 
booklet “Two New Ways to Provide for Your 

: Retirement.” 


Name 


Address 
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As manager of a 


. | jurn ish ing depar tment... | Photographed at William Perring of Kensington 


I can usually recognize readers of 


House Beautiful 


They're young married couples, most of them, and Brand names, makes, styles, models, prices — they 
from the moment they come into the showroom you | seem to know them all. And you’d be surprised how 
can see they know exactly what kind of furniture | often they actually show us what they want, in cut- 
and equipment they have planned for their homes. tings from the advertisements in House Beautiful. 


It pays to advertise regularly in Britain's leading magazine for young home makers—and it costs only Cl75a page 


G. Collingwood, Advertisement Manager, HOUSE BEAUTIFUL, 28/30 Grosvenor Gardens, London, 8.W.1. SLOane 4591 


House Beautiful is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of: Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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B MOREY (BARNET) LTO. 
Tnoce Wisdom 


Eee comer eens orem @ DISPLAY UNITS 


@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE ARE 
THE ACTUAL 
~ MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


| less re-assuring. 


The Man 
on the Spot 


The local advertiser is the man on 
the spot. He knows which local 
newspaper has most influence in 
promoting the sale of his commodi- 
ties. His lead is always worth 


following. 


In Northern Ireland, local adver- 
tisers buy more space in the Belfast 
News-Letter than in any other 
morning newspaper. There is a 
moral in this for the national adver- 


tiser. 


Belfast News-Letter 


Estd. 1737. More than a newspaper—an institution. 


Donegall St., Belfast. 85, Fleet St., London 
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Exports still not good 


enough for 


| labour from the consumer goods 
_ industries to -the capital goods 


industries. It is indeed true that 


| a change-over from one employ- 


ment to another, for an interim 
period, must inevitably halt the 
rise in output, but a more critical 
examination of the situation is 
With the large 


amount of capital investment 


| which has been taking place, 


unless it has been completely 
misdirected, a rise in productivity 
is the normal consequence. More 
over, it is very questionable that 
there has been any worthwhile 
re-deployment of labour. It has 


| tended to stay put in the same 
industries, employed well below 


its maximum capacity, and where 
jobs have been changed, the direc- 
tion does not appear to have been 
towards those industries which 
are expanding. 

In other words, output has 
declined in consumer goods 
(metals) industries because of 
shorter working weeks and re- 
duction of overtime without 
any compensating increase in 
other more desirable directions; 
and it appears that many will 
rather work in the area and the 
industry where they are, even 
for three or four days a week, 
than move. 


} Important factor 


Whether they are right or 
wrong is not within the province 
of this review, but so far as re- 
deployment is concerned, it is a 
factor to be considered in assess- 
ing the success and duration of 
the present policy. 

That workers’ 
not as a whole suffered is demon 
strated by the most recent figures 
issued by the Ministry of Labour 
at the beginning of September. 
The average weekly earnings of 
seven million workers in manu- 
facturing and some non-manufac- 
turing industries reached a new 
record of £9 17s. 9d.—six per 
cent higher than in October, 
1955—in the last pay week of 
April. Detailed figures are given 
in an accompanying table. 


Improved financial standing 


The advance has been con- 
tinuous and the comparison 
included in the National Income 
and Expenditure Blue Book of 
the distribution of personal 
incomes in 1949 and 1955 reflects 
the improvement in the financial 
position of a large part of the 
population. 

As regards personal expendi- 
ture on consumers’ goods and 
services, the total at constant 
prices (which is an indication of 
volume) was less in the first three 
months of 1956 than in the last 
three quarters of 1955, but higher 
than in the first three months of 
that year. 


earnings have 


relaxations 


Seasonally Adjusted 
Index of Production 
1948 = 100) 


| 1936 


ist qtr. aver. 
Apr 
May 
June 
2nd qtr. av. 


July 
Aug. 
Sept. 


3rd qtr. av. 
Oct. 


Nov. 
Dee 


4th qtr. av 
Source ;: Central Statistical Office. 


Spending on drink and tobacco, 
and on clothing, has been higher 
during the first six months of 
1956 than during the same period 
of 1955 but, as might be expected, 
the volume of durable household 
goods bought has declined. The 
restrictions on hire purchase and 
higher purchase tax have been 
effective in curtailing trade 
financed in this way, but from 
the figures available it appears 
that after the initial fall, hire- 
purchase trade has settled down 
at the lower level. 


Danger to trade 


As regards the future, it is 
difficult to avoid the conclusion 
that the improvement in overseas 
trade has not yet gone far enough 
to allow any relaxation in present 
restrictions. Further wage in- 
creases (for which claims have 
already been made by the unions) 
may, unless supported by an in- 
crease in productivity, take prices 
beyond the marketable level 
abroad and, so far as the home 
market is concerned, consumer 
expenditure has been damped 
down and shows no real sign of 
a large advance. 

Moreover, provisional _ esti- 
mates of capital expenditure dur- 
ing 1957 suggest that companies 
in manufacturing and in other 
industries, excluding shipping, are 
at present expecting to spend in 
1957 a little less than they are 
expecting to spend in 1956; 
and that companies in the ship- 
ping industry are expecting to 
spend about five per cent more. 
Industrial production shows little 
change compared with the level 
of last year, and it appears 
unlikely that any worthwhile 
advance will take place until the 
movement of resources to the 
expanding industries increases. 
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ADVERTISER'S WEEKLY 


ABC Television 


now reaches 


ONE MILLION 
ITV HOMES 


TAM ratings now show that there are over 1,000,000 IT V homes 
in the Midlands and North West. Independent Television has 
been available in the Midlands for only 8 months and in the 
North West for an even shorter period of 5 months. 

As a result of a period of remarkable audience growth ABC 
becomes the first contractor to offer simultaneous coverage of a 
market of over 1,000,000 homes. AB C is, too, the first contractor 


to offer weekend coverage of a market of this size. And, by the 
end of this year, with the addition of the Yorkshire transmitter, 
ABC anticipates simultaneous weekend coverage of over | ,600,000 
ITV homes. 

Weekend audiences are peak audiences. At weekends more 


hours are spent watching television and more people are viewing 
in each home. 


The ABC Television Network 


SATURDAYS & SUNDAYS 


IN THE MIDLANDS 


& NORTH OF ENGLAND 


Advertisement Controller: George A. Cooper, Film House, Wardour Street, London W1. Gerrard 7808 
Midlands Sales Office: The Regal Theatre, Soho Road, Handsworth, Birmingham 21. Northern 9361-2-3 
Northern Sales Office: The Apollo Theatre, Ardwick Green, Manchester. Ardwick 5641 
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ATURAL breaks!” The 

young man in the dark 
grey suit snorted, waved 
his Locke bowler at an imagi- 
nary Postmaster - General (as 
though it were his fault) and 
stuck his jaw out. “We must 
have sponsorship — there is 
nothing else for it.” 


We were discussing the pos- 
sible effects on the housewife 
viewer of being suddenly 
snatched from the arms of 
Douglas Fairbanks, Junior, and 
plunged into a bowl of those 
extra soapy suds. “Besides,” the 
young man went on, as he 
ordered another gin and tonic. 
“we want to be able to build up 
a cumulative impact, week after 
week on the same audience. 
Fixed time spots? Go the whole 
hog and let the Programmes be 
sponsored, I say. 

He hung his umbrella in his 
breast pocket and gripped his 
despatch case between his knees 
while he lit a cigarette. 


Fitting the mood 


“Then we can smooth out 
those terrible natural breaks. 
build up some solid goodwill for 
the product, produce commer- 
cials that really fit the mood of 
the show, get real punch into 
them—with the star to put them 
over. We can afford to keep 
them short and witty—another 
gin, please—a large one—and 
think what we could do -” 
the shows themselves. Why, 
have got a chap in our heuer 
department. 

Strange how this thing, spon- 
sorship, is so widely held to be 
the complete answer to all the 
problems that beset us in placing 
our advertising effectively on to 
the television screen. 

There are problems, some real, 
some imaginary. But I doubt 
that sponsorship would feally 
solve many of them. 


Makes more sense 


Take the question of the 
physical placing of the advertis- 
ing spot between programme 
matter, The present optical film 
device used by the contractors 
may or may not be the best they 
can invent. But it makes more 
sense than all this talk about 
“smoothing out” between the 
entertainment and the advertising. 

It is odd how in its early stages, 
film and radio advertising tried 
so hard to merge itself into its 
background. Think of those 
fearful little five-minute films (if 
you are old enough) that came up 
with strings of credit titles and 
story openings that tried so 
pathetically hard to look like 
real features. Radio commercials 
were “dramatised” not because 
that was the best way of putting 
over the advertising story but 
because that way they sounded 
more like real radio programmes. 

And sure enough up pops the 
same school of thought with 
television. Most of this talk 
about “smoothing out” the in- 
troduction of the commercials 
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Ad men often find themselves frustrated 
by the present method of advertising by 


television. 


Their thoughts sometimes turn 


towards another system .. . 


Sponsored TV? Don’t think 


it would make life easier 


is based on muddled thinking. 
In the long run, audiences are 
much more irritated by adver- 
tising that tries to look like 
something else than they are 
by a clear indication that “this 
is an advertisement.” What 
they really resent is that the 
advertising itself should insult 
their intelligence or, even 
worse, patronise them. 
Television is a medium which 
is extended in time instead of 
space. Therefore, you cannot 
have programme matter and ad- 
vertising side by side leaving the 
viewer to choose which to look 
at as the readers of a magazine 
may do. 


Softening the blow 


Inevitably, the programme 
must be interrupted, and any 
device which attempts to soften 
the blow merely puts off the 
moment of anti-climax. Much 
better to make the cut clean and 
unequivocal, then anti-climax is 
much more likely to be avoided 
if the advertising itself is intel- 
ligent and well presented. 

The sudden switch from enter- 
tainment to advertising is basic 
to the nature of commercial tele- 
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says H. COOPER, 


head of television, film and radio production, Lintas Ltd. 


vision. Personally, I believe 
audiences rapidly adapt them- 
selves to it. In spite of their 
complaints at being left dangling 
at the high point of the drama, I 
believe they are capable of and 
willing to make a much faster re- 
adjustment from subject to sub- 
ject than some of us give them 
credit for. And if the advertis- 
ing spots appear to suffer from 
their juxtaposition, it is not so 
much the fault of the material 
which precedes them but almost 
invariably because of their own 
inadequacy. 

Clearly, sponsorship offers no 
solution to this particular pro- 
blem. Even if integrated com- 
mercials were permitted there is 
a limit to the types of advertising 
message that can be properly put 
over as a part of the show. 

As for the star being the 
presenter, there may be some 
campaigns which would gain 
from this, But they are the 
exception rather than the rule. 

There may be a lot of actors 

who could put a commercial 

over as a gag. But I would 


wager there are less than a 
dozen who could be really con- 
vincing with a serious copy 


French touch in 


An incident in the latest Gillette television commercial. 


opinion of ‘“Teletaster” 


shaving on TV { 


In the 


(ADVERTISER’S WEEKLY, October 5, page 26) 


it “manages to tell the shaving story both effectively and amusingly.” 


+ 


theme that has a real advertis- 
ing story to tell. Reliance on 
a star to put an advertisement 
over is, as often as not, simply 
the line of least resistance on 
the part of the creative people 
responsible for the campaign. 
There are mixed views as to 
the selling value arising from the 
goodwill which may accrue to 
the sponsor of a favourite pro- 
gramme. Without debating that 
one, | wonder if our young man 
in the dark grey suit has figured 
what this goodwill would cost- 
in terms of hard cash. 


Question of cost 


Does he suppose the pro- 
gramme contractors are gener- 
ously going to allow him to name 
himself as the sole provider of 
these wonder shows for nothing, 
or, at least, for the standard price 
in the rate card? It’s a pound 
to a penny that the “Sponsor” 
of “Sunday Night at the 
Palladium” would go into the 
kind of huddle with Va! Parnell 
where the cost rather than the 
curves of those glamorous girls 
was discussed. 

Anybody want three minutes 
every Sunday night? 

The weary-looking man with 
the glass of beer in the corner 
said “Yes, my client does, 
premium and all.” 

We asked him who his client 
was and he told us. There was a 
pause while we calculated what 
15 per cent on £X millions 
worked out to. 

“Ah, well, of course . . .” said 
the young man in the dark grey 
suit. 


Most are small 


Ah, well, of course! There are 
a few big ’uns to whom this scale 
of things might be interesting, but 
the large body of advertising is 
made up of smaller fish (no dis- 
respect intended) than these few 
whales. . . . And sheer size of 
appropriation never yet solved 
any creative man’s problem. 
For this is a_ creative 
problem—for the advertising 
man, not the programme 
contractor. 
In the past year the contractors 
have done a good job in provid- 


@ Continued on page 42 
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ADVERTISER’S WEEKLY 


Weekend Reveille 
offers special advantages 


The powerful, mass-selling Weekend 
Reveille has the highest proportion of 
Housewife Readers with children under 
sixteen of any daily, Sunday or competi- 
tive weekly newspaper published in this 
country. 


More than half of Weekend Reveille’s 
6,560,000 readers are in this special 
group. They are people with many 


years of buying ahead of them . . . people 
who mean business for you today, to- 
morrow and for years to come. 


If you are launching, or sustaining 
a sales campaign directed at families, 
then Weekend Reveille’s vast Thursday- 
to-Tuesday readership, with its solid 
purchasing power, is a fine investment ! 


R. Grant Davidson, Advertisement Manager, Holborn 4321. 


Weekend 
FReoeweililie 
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ADVERTISER’S WEEKLY 


MR. JOHN BASSETT, JR. 
Publisher, 


announces the appointment of 


D. A. GOODALL LTD., 
11A-Curzon Street, Park Lane, 
London, W.1, England 
as 
United Kingdom Representatives 
for 
Tne TeEcecran 


Toronto, Canada 


FELL THE Peorne! 


by MIKE WILLIAMS-THOMPSON 


This Book Will Certainly Shock: 


it should help to persuade. 


It-is a heavy charge against Britain's 
propaganda methods : 


““The people who are probably most 
distrustful of propaganda and who regard 
it as ungentlemanly are those who should 
be the first to realize its value in the country’s 
interest. Alas, they believe in ‘shooting 
a line’ as little as they believe in shooting 
a fox.”’ 


Mr. Williams-Thompson is a very well-known public relations 
consultant. This is what he says of our methods in the chapter 
on the Middle East : 


** Our mistake has been this. We have tried to influence the 
Arab world as a whole instead of employing highly specialised 
propaganda to improve our relations with each of the individual 
countries composing it. The Middle East is not a single target, 
but a series of targets, each needing a subtly distinct approach. 
By launching propaganda at the Arab world we have failed to 
influence the Arab states.” 


Format: 112 pages. Demy 8vo. Illustrated. Cloth 
bound in heavy boards embossed in gold on spine. 
Attractive two-colour dust jacket. 


Published 8th October, 1956 Price 12/6 net. 
From all booksellers and newsagents or direct from the publishers : 


World’s Press News, 9-10, Old Bailey, London, E.C.4. 
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‘Sponsored television would 


not supply the answers 


ing advertisers with a flexible 
medium to work in. A _ wide 
range of spot sizes, long- or 
short-term bookings, live com- 
mercials and the freest possible 
interpretation of the “natural 
break.” So far as I am aware, 
they have also been sympathetic 
and co-operative over any pro- 
posal outside what one might 
call the routine booking. 

Even their “End of Part One” 
title cards are, in my view, much 
maligned. 


Releasing the tension 


If a show has built up any 
audience tension at all, these titles 
provide the simplest and quickest 
(and, therefore, the most effec- 
tive) release of that tension be- 
fore the new mood of the adver- 
tising is introduced. Certain 


| types of show (zany comedy 


shows, for example) lend them- 
selves to other techniques for 
achieving this result. But the 
effect is, or should be, precisely 
the same. And from here on the 


| advertising man is on his own. 


Only he, not the programme 
contractor, can preserve his 
advertisement from banality or 
anti-climax, and the best way 
of doing this is to get on with 
the advertising job and resist 
the temptation to play around 
in the entertainment business. 
I am not saying that advertise- 

ments cannot be entertaining in 
themselves. Comedy, jingles, even 
phantasy, are legitimate adver- 
tising devices. But using these 
for a deliberate, reasoned, adver- 
fising objective is a vastly differ- 
ent thing from straining a copy 
theme into an all-talking, all-sing- 
ing, all-dancing production simply 
because people look at television 
for entertainment. 

No viewer will actually say she 
enjoys a serious advertisement. 
But I will bet she has a darned 
sight more respect for and belief 
in a serious commercial than in 
one which tries and fails to be 
“entertaining” in the box office 
sense of the word. 


Better not mixed 


Some of the advertising maga- 
zine programmes we have seen 
have demonstrated the unwisdom 
of trying to mix “entertainment” 
values with advertising. 

Personally, I feel viewers re- 
spond much more strongly to 
straightforward concentration on 
products and their stories than to 
some of the phoney and facetious 
attempts to dramatise “situations” 
as the basis for these pro- 
grammes. 

None of this means that televi- 
sion commercials have to be 
solemn or stodgy. On the con- 


| trary, it is equally harmful to the 


medium for it to be fly-posted 


with a lot of the dreary, um 


imaginative, ill-conceived and 
badly executed monstrosities that 
appear to have been thrown out 
by people who know nothing 
about a motion picture camera, 
television reproduction, audience 
psychology—or even the plain 
basic principles of advertising 
(whew! that’s better). 

But it is the advertising man’s 
fault and his alone if the fullest 
and most effective use is not 
made of the screen or if 
audiences fail to accept the jux- 
taposition of advertisements 
with the whole range of pro- 
gramme moods. Sponsorship 
will not help. Integrated com- 
mercials beg the question. The 
programmers can only get the 
audience tuned in—they cannot 
improve the .commercials by 
any trick of introducing them. 
Television has, with justifica- 

tion, been described as the most 
vital medium of communication 
yet devised. Is the best use we 
can make of it to turn it into an 
animated show card or a filmlet 
with a sound track? 


Using it Rightly 

Or can we, as has been achieved 
with every other form of adver- 
tising, develop the understanding 
and skills to use the medium pro- 
perly in its own right, to make 
our commercials good television 
as well as good advertising? This 
is the way to solve the problems 
of commercial presentation and 
to gain the confidence and respect 
of the viewing public. 


mamaien dopey 


OVERALL FeRvICE 


MP Mee 0 tes 


This display unit is being loaned 
by the Sketchley organisation to 
firms using their overall replace- 
ment service. The stand holds 


literature giving details about the 
service, and the intended sites are 
cloakrooms and recreation rooms. 
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using your 


‘ 


competitor’s & 4 


tools P 


Your tools are as good as those of your competitor. You knowit. Quite 
likely he knows it, too. 


So how did they come to be selected for that big new project? 


Probably he advertises in MACHINERY MARKET—the journal that every top 
man reads. 


MACHINERY MARKET is the commercial engineering journal. The engineer- 
ing journal that many executives read specially for the advertisements. The 
man who has to buy machinery turns to it asamatter of course. If you have 
machinery to sell (new or secondhand) the right man will know about it if 
you advertise in MACHINERY MARKET. 


MACHINERY MARKET 


THE commercial engineering journal 


Every form of manufacture is covered by 
MACHINERY MARKET—all who use or need 
. machinery and engineering material. A 

-eve ry ri ay supplement is published each week con- 
taining an immense selection of plant for 

sale, wanted and for auction. An annual 


subscription of 55/- includes the Machinery 
Market Trades Index. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA STREET, E.C.4. Telephone: CiTy 1642 
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COMMERCIAL ARTISTS’ PORTFOLIO 


Peter 


o 
Cockerill 
FACSIMILE LETTERS JNO 'coctentt has been mobilised in carly 1946-and. ob 


drawing ever since he can tained a government grant to 


: ‘ac alwayve hie study at the Northampton School 
FOLDING- ENCLOSING | samcnter it wes always his fart for four yearsand passed 


a gg lags = examinations for _ illustration. 
@ Telephone = privaTE = MAILING Lists | 300 he has always Following that he obtained a 

the humorous angle. position in a well-known London 
CIT Y 4877/8 -We also have a large department devoted solely Leaving school at 14, he was studio. 


to the regular maintenance of clients’ mechan- 1 -nticed “ lectrici: ‘ 

: ; : apprenticed as an electrician on He , | d h: 
ised lists—all dealt with the utmost efficienc ’ “as : 7 me is married an as two 
e We have and confidence. 7 | the LMS Railway ~and loathed children. His hobbies are oil 
the | st it. It was, possibly, an asset, how painting (specialising in ships and 
e sarge MEDICAL MAILINGS | ‘¥¢". '0 ye i aagehe > ee underwater illustration), Cockerill 
into the c - "RO oa Ce ae “wh 
Mechanical We specialise in mailing to | the man at the bench. Recog- : ee _— his eevee. 

H DOCTORS, CHEMISTS, HOS- at "s 4 aoe . 7 : - ceiling it to be a progressive for 

Addressing nised in the district for ability at of expression, and has learned to 


. . PITALS and all branches of iided: a - ing » h: : : 
Organisation the Medical and allied drawing and cartooning, he had vary his techniques and style of 


. his first reproduction in a local ; co aad ae g 
in the Trade. Professions. paper in 1938, and the following treatment according to the job. 


| year joined the ARP and had a 

- e oe series of cartoons and a good 
Yow? | write-up published by a_ well- 
known Northampton newspaper. 


" £:¢ He tried to join the Forces, but 
(hw Lh 3 LMR ME was held back because of his 
: eee electrical trade until he was called 
| up for the Fleet Air Arm in 1943. 


ESSEX COUNTY bp Made a vow 
oy ,* He served as aircrew for three 
STAN DARD ; years—for 18 months of that 
; _ . time based on the small island of 


SERIES ws 4 “ East New Guinea. He incurred 


an injury to his right hand (which 


almost resulted in his losing the 
whole arm), and vowed then that 


' MO aa ae 
~*~ \ j i * Es. 
over ‘ f wh, if he kept his arm he would 

Seo eventually keep himself as a ; 
‘ commercial artist. The work of Peter Cockerill 
After three months in an Aus- carries more than a dash of 
= humour—as this study of a 
. _ ‘A = vintage car (and vintage driver) 


{ \ makes clear. His work (cartoons) 
A é 

; A first saw the light of print in a 
FRUI TFUL local newspaper. 


LARGEST IN Here COUNTRY 


RU RAL ESSEX } papers country, between the 

Oxford Road and the Great North 
Road, is the richness of industry and 
agriculture married to the commu- 
nity life of local people—and where 
the local papers of the H.C.N. 
Group enter the homes of the 


WAREHOUSE te 


GET THE FACTS TO-DAY FROM 
SERVICES LTD WILL KITCHEN Jnr. LTD. 


High Street - Wealdstone « Middx 


| DADLD 
LABEL PUNCHING | ) 


GUILLOTINE CUTTING | A.B.C. Net Sales Jan./June 140,285 


CREASING - MACHINE FOLDING 55/ 
~~ 


SHOWCARD MOUNTING 

BOOK SEWING: WIRE STITCHING Represented in London by A piece of traditional Britain i 

WILL KITCHEN, Jnr. LTD. : - — ~enelnes 

SHOWCARD FRAMING J The Western swagger of the gun surrounded by almost unbelieving 

131 Fleet Street, E.C.4. Central 1960 : heriff ( > the badge) h tourists in this Cockerill sketcl 

Teligliene mAbs 0466 Head Office LUTON. Phone 5050 toting sheriff (note the badge) has tourists i f ckerill sketch. 

Advertisement Manager: C. W. Gilder heen well defined hy Peter The artist began his working life 
Cockerill. on the railway. 
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Vision is a word that moved among lofty connotations until science broke into its mysticism. Now, what 
with split atoms, space travel, jet propulsion, television, automation and other marvels, it has become 
a familiar of our speech; vision of the future is a commonplace. Even advertising has its visualiser, 
the man who foresees the vision of the ad that is to be (it doesn’t always come out as he sees it). 
‘There is the vision of soaring sales graphs when a new product is launched. Also there is the naughty 


vision of competitors tearing their hair as their sales graphs drop. It may be presumptuous 


to use a word so noble in the market place, but it had 
to be when science and imagination combined, as they do 
in advertising, to dress and sell a useful product across the 
counter. A manufaeturer without a vision gets buried in the 
past, an advertising agent without vision will 

© . 


certainly miss the future. It is an exciting moment 
for the agent when he meets an advertiser with vision. CF 


Managing Director, E. G. Walker 


RUMBLE, CROWTHER & NICHOLAS LTD + INCORPORATED PRACTITIONERS IN ADVERTISING + 184 STRAND ~- W.C.2 + TEMPLE BAR 927! 
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For Advertising in: 


SCANDINAVIA 
HOLLAND 
U.S.A. 
CANADA 
LATIN-AMERICA 
WEST, CENTRAL and EAST AFRICA 


call 


BRITISH WEST INDIES 


POWERS 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 
14 COCKSPUR STREET, LONDON, S.W.1. 


Tel.: WHiItehall 3366 


@ group of nine 


influential newspapers 


A.B.C. 


NET SALES 


120.911 


Ulotar’s leading farming publication | 
The 


“FARMERS” JOURNAL” | 


(Official Organ 4 Ulster Farmers’ 


es 


A.B.C. figures 
Jan. to June 1956 
MEMBER OF THE 


28,271 


AUDIT BUREAU 
OF CIRCULATIONS 
Belfast Office: 


18 Donegall Square, East. 


Tel. Belfast 24397 
London Office : 
69 Fleet Street, E.C.4. Tel. FiEet St. 5453 


YounG & FOGG RUBBER CO. LTD 
Wimbledon, S.W.19. LIB 6281(6 lines) 


André Luguet and Marie Daems * 
by the founder of J. M. Weston, André Viard. On the left, J. E. J. 


Fenestrier beams approval. 


“christen” 


12, 1956 


with champagne a shoe held 


(See second story below.) 


NEWS FROM FRANCE 


Shipping line ‘Review’ has 


world-wide fame 
By Mostyn Mowbray 


Georges A. Mathieu, ae 
manager of the Paris office of 


| United States Lines, is currently 


| section devoted 


specific 


having a busy time handling the 
hundreds of requests that are 
in from all parts of the 
world for copies of the latest 
issue of the “United States Lines 
Paris Review”—the luxuriously- 
produced bilingual publication 
put out every year for US Lines 
by Paris publisher Marcel 
Coudeyre. 
Originally intended simply for 
distribution 


aboard the com- 
pany’s ships “United States” and 
“America,” the Paris Review has 


since its launching three years 
ago gained a vast readership 
extending far beyond the Line’s 
own passengers. 

Why this tremendous demand? 
The answer is that the US Lines 
Paris Review is unlike any other 
publication produced for publicity 
purposes. Its content is un- 
compromisingly intellectual -— 
highbrow, some would call it. 

Each issue is built around a 
theme (this year it is 
“Games”) and outstanding 
authorities are engaged to con- 


tribute articles dealing with 
the philosophical, psychological, 
historical, artistic, scientific and 


sociological aspects of the sub- 
ject. 

But the Review has its lighter 
side, too. In addition to the 23 
articles making up the main body 
of the book, there is an extensive 
to the tourist 
attractions of France, and especi- 


| ally Paris. 


This side of the undertaking, 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


together with the advertising 
pages which help pay for the 
Review's production, is taken 
care of by Marcel Coudeyre. 
This year’s issue carries 55 pages 
of advertising (nine of them in 
colour) at around 100,000 francs 
the page—no mean feat. 

* * 

To celebrate the re-opening of 
its Champs-Elysées branch after 
extensive redecorating, J. M. 
Weston, the Paris store specialis- 
ing in top quality men’s footwear, 
made French PR history recently 
by staging cocktail parties for 
its customers on five consecutive 
evenings. 

For any French retail store to 
serve champagne to its clients is 
practically unheard of, but to do 
it five times in a row is definitely 
unique, 

But J. M. Weston is not “just 
another shoe-shop.” 

“Our. prices, on the average, 
are the highest in the world,” 
beamed J. E. J. Fenestrier, the 
French shoe magnate who re- 
cently acquired ownership of the 
firm. “We do have some models 
as low as nine guineas, but most 
are around the I1-guinea mark, 
and some go up to 15 guineas or 
more.’ 

André Viard, the firm's 
founder, explained that when he 
opened his first shop on the 
Boulevard de Courcelles in 1908 
there was a tremendous vogue for 
all things English, so he decided 
to call himself J. M. Weston. “I 
didn’t speak a word of English” 
he said, “but I thought the name 
sounded distinguished!” 

The new décor of the Champs- 
Elysées store, designed by Jansen, 
is a discreet blend of French Dir- 
ectoire and English Regency. 
With true French reticence on 
such matters, Monsieur Fenestrier 
wouldn't say how much the work 


cost, but to my guess of about 
a he replied: “Oh, at least 
that.” 
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ONE IN A SERIES PRODUCED BY BOWATERS FOR THE BENEFIT OF THE YOUNGER MEMBERS OF THE PRINTING INDUSTRY 


Nowadays most printers realise that fluctuating humidity lies 
behind a host of ink and paper problems, from ink drying 
on rollers and the build-up of static to difficulties in 
maintaining accurate register in colour work. But not so 
many realise that a satisfactory degree of humidity control 
can be achieved without installing a mass of expensive 
apparatus — or rebuilding the whole works. 

Keliher, Hudson & Kearns, the well-known London printers, 
have long sought a practical answer. “We tried all sorts of 
remedies,’ says Mr. Jack Wade, letterpress machine room 
overseer, “but most of them didn’t work. Now, with 

these simple humidifying units, many of the old problems 
just don’t exist. In fact, I reckon they save weeks of work on 
colour jobs by cutting out register problems. It’s good 

for morale, too; now the machine-minders have got a real 
chance to show their paces. And, of course, there are 

the other benefits you would expect. I'd say that humidity 
control is a real economy.” 


The range of Bowaters’ roll-coated papers comprises 


COTINE, SUPER-COTINE, COTINEX 
COTINEX T and LITHOCOTE 


They are made in various finishes to meet a range of needs, 
from inexpensive commercial printings to full-colour 
reproduction work. These papers are in heavy demand and 
we are obliged to fulfil orders in strict rotation. 


: ORRIN TI 


Humidity control is a 
practical proposition 


. 


Fred Godin checking delivery on one of Kelihers’ two-colour 
presses. Above his head, part of the humidifying equipment. 


Tall and lean, with a ready smile, Jack Wade looks as if he 
might well be at home on the range. In fact he is a Londoner 
born, and has spent most of his working life in the London 
printing industry. Served his time near King’s Cross ; then 
crossed the river to Keliher, Hudson and Kearns (in 1937), 
and has been there ever since except for six years’ RAF 
service. He returned to Kelihers as a machine minder ; 
later took charge of the night staff; was appointed deputy 
overseer of the letterpress machine-room in 1949 and 
overseer in 1954. The eight two-colour presses under his 
control consume Bowaters’ roll-coated papers in some 
volume, especially on the high quality colour work for which 
Kelihers are known. 


ingete, and Board Division, 


BOWATERS SALES COMPANY LIMITED 
Bowater House, Stratton Street, London, W.1 
MAY fair 8080 
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UDGING from the volume 
of criticism in the trade 
papers, quite a hefty sum of 
money is being wasted by 
manufacturers on showcards 
which never see the light of 
day. 

Strange as it may seem in these 
days of super-competitive trading. 
much of the sales aid material 
which floods the shops in a 
variety of trades is unsuitable for 
use for one reason or another. 
Yet much of it is of high quality. 
elaborately produced and obvi- 
ously has eaten deeply into the 
suppliers’ sales promotion alloca- 
tion, 

Deploring such waste, “es- 
pecially at a time when there is 
greater need for wise investment 
in publicity matter,” the Drapers’ 
Record, in a recent leading article, 
said a very large proportion of 
so-called sales aids went straight 
into the rubbish bin, and retailers 
make no secret about it: 


“Certainly, a number of 
recipients make use of the 
backs of showcards to compile 
rough stock lists, but very few 
indeed put them to the use for 
which they were intended.” 


The journal pointed out that 
many retailers take the view that 
as display space, window and 
interior, is very costly these days 
they are not prepared to give it 
over to showcards. They feel 
that unless there is at least a 
reasonable chance that a card 
will attract business which would 
not otherwise be obtained, then 
it is not worth using. 


Inclination not present 


Further, the tendency these 
days is for retailers to develop 
goodwill through their own 
name, as distinct from publicis- 
ing those of suppliers. While 
they appreciate the value of 
branded goods, they are not so 
inclined as a few years ago to use 
their display space to publicise 
manufacturers’ products. 

A point made by some retailers 
ig that so often makers’ show- 
cards do not fit into the technique 
employed in modern displays. 
They regard them as relics of the 
era when window space was filled 
to capacity and showcards used 
to cover an unsightly or empty 


corner. For these and a variety 
of other reasons many “sales 
aids,” costing manufacturers 


thousands of pounds a year, fre- 
quently are not even taken out 
of their wrappers. 


Approach wrongly made 


“It would seem,” said the 
Drapers’ Record, “that some pro- 
ducers believe that if they issue 
free showcards the retailer will 


feel inclined to give display 
priority to their merchandise. 
Very few retailers, in fact, are 


influenced this way. The reaction 
often is the _ reverse. It is 
natural for the manufacturer to 
desire the retailer to sell more of 
his goods, but the method of 
approach frequently is open to 
criticism. 

“If some of the money spent 
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TRADE AND TECHNICAL PRESS VIEWPOINT 


Noting the large-scale misuse of expensive 
showcards at the retail level, 
SCRUTINEER suggests that ad men 


Cut display material waste 
by cultivating retailers 


by producers on showcards and 
similar sales aids was invested in 
cultivating retailer goodwill, 
suppliers might find the shops 
more willing to co-operate.” 


Publicity boost 
for apples 


Every success should attend 
the ambitious publicity campaign 
for English apples which is to be 


launched in Leeds next month, 
considers the Fruit Trades 
Journal. 


“The English Apples Exhibi- 
tion bids fair to becoming the 
biggest sales promotion project 
attempted by British horticulture 
since the war for any single 
item,” was the recent comment. 
“All the paraphernalia of propa- 
ganda, so familiar to students of 
the mammoth publicity campaign 
in other spheres, will be concen- 
trated on boosting the prestige 
and the sales of home-grown 
apples. , 

“Leeds is not London, how- 
ever, and apples are by no 
means the only commodity in 
horticulture which need sales 

promotion. But it is a 

promising start. Perhaps the 


most encouraging feature is 
the way in which all sections 
of the industry are working 
together for a cammon ob- 
jective. 

“Maybe their efforts are all the 
more enthusiastic because of the 
sense of frustration which fol- 
lowed in the wake of the failure 
of the National Propaganda Fund 
scheme to solve the difficulties of 
raising money equitably. 

“Meantime, we still await 
news from the National Far- 
mers’ Union of the draft horti- 
cultural marketing scheme which 
it is hoping to promote for pub- 
licity purposes.” 


Well supported venture 


The Leeds exhibition is spon- 
sored by the Leeds Wholesale 
and Retail Fruit Trade and the 
Yorkshire Evening News. Several 
leading growers’ organisations 
as well as individual growers— 
have taken stands. The National 
Farmers’ Union exhibit will show 
the public the stature and im- 
portance of the home apple in- 
dustry. 

England’s largest apple 
to be baked in Leeds 
apples from different 
the country, 


pie, 
from 
parts of 
will be the subject 


SDaleiont NEW POTATO CHIPS. 


icc ak eleliteemeret <—- 


This is the window-full of “Woman” 


frier organised to boost his sales. 


front covers which a Bath fish 
In Scrutineer’s opinion such enter- 


prise deserves to be emulated. 


of a competition among seven 
district Fruit Growers’ Associa 
tions. And there is every hope 
that widespread television radio 
and press publicity will attend 
the show, which is closely linked 
with the produce from the East 
Kent Fruit Show. 


Using the covers 


THE COLOURFUL covers of 
Woman have been put to novel 
and attractive use in his window 
by Aubrey Evans, a Bath fish 
frier. He pasted a number of 
them on to a backcloth for a dis- 
play, which had the theme: 
“To every Woman, your favourite 


family food is surely fried fish 
and chips—from Evans, of 
course.” In the foreground, an 


animated model of a chef wagged 
his head and rolled his eyes as he 
proffered a plate of rubber- 
modelled fish, chips and peas. 
Writing in Fish Friers’ Review, 
Mr. Evans said other friers wish- 
ing to adopt the idea might be 
able to get a batch of unsold 
copies of journals from their 
newsagents, He suggested that the 
message could be altered to fit 
in with the titles of other popular 
magazines. If covers of /Ilus- 
trated were used, for example, 
the theme could be: “Let us 
Illustrate to you the excellence 
of fried fish and chips.” Picture 
Post might call for, “We don't 
Post our fish and chips, but they 
are a Picture,” and Vogue, “ All 
the Vogue—fried fish and chips.” 


Advertising enterprise 


How refreshing to come-across 
a fish fryer who realises the value 
of his window space. Most of 
the fish and chip shops of my 
acquaintance simply curtain off 
the glass or black it out to above 
eye level. 

* * x 

THE NEED for an official con- 
tact between schools and the 
outfitters which supply their 
uniform clothing has 
stressed by Junior Age, because 
“a number of heads of schools 
seem to have no scruples about 
dishonouring ‘their obligations at 
a moment's notice.” 

Today, it appears, it is not un- 
usual for a school supplier, even 
when he has big stocks ready for 
back-to-school business, to be 
told that the uniforms are to be 


@ Continued on page 50 
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Stratford House 

9 Eden Street, London, N.W.1 
FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 

journal dealing with ail 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


Orca RD't + 


TECHI 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 
Stratford House, 
Eden St., London, N.W.1 
Specimen copies on request 


Trade journal urges fair 


play for school suppliers 


sold by another firm. 
The journal commented : 

“On the retailers’ side there 
is no redress; on the head- 
masters’ there seems to be no 
morality. In most instances a 
gentleman's agreement exists 
between traders and the new 
outfitter takes over stock, but 
this is not always the case. In 
fact. of late there has heen a 
growing number of instances 
where stock has not been 
taken over. This is what is 
happening: a schools repre- 
sentative goes into the head- 
master or headmistress and 
shows designs for a complete 
new uniform and gets the con- 
tract. When the old outfitter 
contacts the new one he is told 
that they are not going to take 
over the stock because the 
uniform has been changed, so, 
of course, they would not be 
able to sell it. 

“This regrettable practice, 
which is not confined by anv 
means to small, independent 
retailers, may assume. larger 
proportions in the future as 
business becomes more com- 
petitive, and retailers go out 
for additional school contracts 
The word ‘contracts’ in this 
instance is a misnomer, and 
therein lies the weakness; there 
is no binding agreement be- 
tween school and _ outfitter 
This is the trade's fault. and it 
is high time that it was put 
right. No other trade or 
industry operates in such an 
inefficient manner and permits 
cancellations without notice, 
leaving the supplier with full 
responsibility, not only for 
stocks, but for future commit- 
ments with manufacturers who, 
in turn, have commitments 
with cloth mills and dyers.” 


Better dressing promotions 


THE NEED for joint promotion 
continues as a major talking 
point in the men’s wear trade. The 
bespoke tailoring section has led 
the way, with a campaign in asso- 
ciation with the International 
Wool Secretariat, but this repre- 
sents only a very small minority 
of the producers and distributors 
of male attire. 

In a recent leading article or 
the subject, Men’s Wear said the 
unpalatable fact is that as in- 
comes rise so the proportion 
spent on clothing tends to 
decline, a bigger share of the 
family purse going on food. 
home appliances, motor cars 
and entertainment. Frequently, 
it was stated, the blame for this 
situation is put down to “lack 
of style-consciousness,” but, ad- 
mitting that there is a need for 
interesting and educating the 
public in the matter of dress, the 
emphasis currently put on style 
is stronger than prewar and the 


range is much wider. The journal 
continues : 

“If the situation is to be cor 
rected—and it has been exercis- 
ing trade brains in the USA as 
well as in most European 
countries where the same pattern 
has developed—most likely the 
solution is to be found in promo- 
tion. It is significant that the in- 
dustries benefiting most from the 
new shape of spending are very 
strong in promotional activity. 

“In keeping with the changed 
character of demand, greater at- 
tention has been directed to the 
younger man, who is the biggest 
spender on clothing but, in spite 
of the economic conditions, taxa- 
tion included, which have almost 
stripped the salaried family man 

-once the trade’s best customer 
—there is still a vast potential in 
the 40-55 age group to which pro- 
motions are seldom addressed.” 
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Colour 
conscious 


EVEN consecutive pages in 

colour announced Slum- 
berland’s autumn promotion 
plans to the retail trade 
through “Furnishing World” 
—another reminder of the 
growing use of colour by 
advertisers in the trade press. 
In one issue “Furnishing 
World” carried 17 pages in 
colour, and a further six in 
full colour. Slumberland’s 
record advertising programme 
for autumn sales started earlier 
this year. Typical of the can- 
dour of their announcement 
was this message to retailers : 
“You must be awfully tired 
of our constant requests for 
display tie-ins. But, you know, 
it DOES work—and it works 
especially for Slumberland, 
because of their well-known 
name and the dominant 
amount of advertising that 
they do.” 


TECHNICAL PRINT REVIEW 


A print house organ that 
merits serious attention 


LTHOUGH there are a 

few house journals that 
can claim a record of con- 
tinuous publication over 
half-a-century or more, and at 
least one—Unilever’s Progress 
—was founded before the turn 
of the century, the number 
published during the 1930's 
was a mere fraction of today’s 
impressive total. 

This unprecedented expansion 
of what has become, within the 
past 10 years, one of the major 
fields of printed advertising has 
been accompanied by an _ in- 


the 
Ko 


ad 


By SAGITTARIUS 


creasingly critical approach to 
the problems of appropriate 
format and style of presentation 

Before the last war it seems to 
have been enough—with very few 
exceptions—to say “Let's start a 
house magazine” and then to 
leave it to the printer, for better 
or worse, to suggest the layout 
and typographical angles in more 
or less authentic conformity with 
“the real thing’—the commercial 
“public” periodical or newspaper. 

And since many printers of 
general publicity literature are not 
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This is a double-page spread reproduction from the Vizusell catalogue 


and handbook. 


In the opinion of Sagittarius this has been very well 


done. 
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TRADE JOURNAL QUIZ—S 


low long established ? 


Tue Paint, Or & Cotour JouRNAL was founded in 


1879 as the Oil & Colourman’s Journal; in 1906 the 
title was changed to the Oil & Colour Trades Journal ; 


in 1950 the word “ Paint ” was added because just as 


the “ oil and colour ” shops gradually developed to the 


modern paint factory, so our journal changed into the 


present day premier journal of the British paint 


industry. We are old established but by no means 


old-fashioned. We have bright covers and bright, but 


solid, reading matter. 


PAINT, OIL & COLOUR Journal 


More information and rate card 
dB from 83-86, Farringdon Street, 
London, E.C.4. phone: City 4788. 


Metal and its allied Industries. 
TWICE WEEKLY TUESDAYS AND FRIDAYS 


Manager: 
William C. 
Adderley. 


Tel.: 
HYDE PARK 
5805 


Birkett House, 27 Albemarie Street, London, W.! 


WRITE FOR SPECIMEN COPY & RATES ) 


Sell to the 
Shipping Companiesl& 
through the advertising j 


ScD Are 
columns of = ’ 


TE CHIEF STEWARD 
AND SHIPS’ STORES GAZETTE 


Read by the Catering and Purchasing departments of the 
Shipping Companies and Ship Stores Merchants. 


Send for a specimen copy and rate -ard: 
Chief Steward and Ships’ Stores Gazette, 26-28 Billiter Street 

London, E.C.3 
a Telephone No. Royal 53223 


ADVERTISER'S WEEKLY 


ITS INFLUENTIAL 
WORLD WIDE CIRCULATION 


MAKES 


HARPERS 


THE OBVIOUS CHOICE 
FOR 


WINE & SPIRIT TRADE 
ADVERTISING 


HARPER & CO. 
8, LLOYDS AVENUE, LONDON, E.C.3 


A reliable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 


Published by METAL INFORMATION BUREAU LTD 


Mechanical World 
and ENGINEERING RECORD 


EMMOTT & CO, LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE : 


50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 


FIFE ASSOCIATED NEWSPAPERS 
me UP AGAIN! yy 


ounFERMLINE 43631 rire Free 


PRESS A.B.C. WEEKLY 


ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 CITY 5906 
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TECHNICAL PRINT 
REVIEW —continued 


also printers of “real” periodicals 
or newspapers the results were 
not always entirely convincing. 

But during the past few years 
the number and quality of the 
entries in the annual competitions 
organised by the British Associa- 
tion of Industrial Editors have 
offered impressive evidence that 
this long neglected arm of printed 
advertising has at last come of 
age and has become, in the pro- 
cess, an increasingly specialised 
and professional activity. 


The “Linotype Matrix” of 
Linotype & Machinery Ltd. has 
several claims to the critical 
and appreciative attention to 
all serious students and practi- 
tioners of house organ design 
and production. 


Maximum points gained 


There is, of course, the ex 
officio claim of its subject matter, 
but it is also a matter of some 
significance that it is edited, 
designed, produced and printed 
entirely as an “inside job,” and 
that for the past two years it has 
been the sole entry in the 
National House Journal Com- 
petition to gain maximum points 
for typographical attributes. 

The journal was born almost 
by accident—and certainly with 
no visions of a long and dis- 
tinguished career—as a keepsake 
handout for visitors to the Lino- 
type stand at a prewar Sunday 
Times National Book Exhibition. 
Its subsequent progress as a 
regular institution was based on 
the development of a personal 
mailing list of individual typo- 
graphical enthusiasts rather than 
of actual or potential users of the 
compariy’s machines. 


Companion publication 

In this connection it should be 
remembered that L & M News, 
the more orthodox “customer- 
relations” house organ of Lino- 
type & Machinery Ltd., has been 
continued side by side with the 
Matrix. 

The current issue (the 25th of 
Linotype Matrix) fully maintains 
the exceptionally high level of 
subject matter interest and exem- 
plary typographic performance 
that has ensured “collector's 
piece” status for all its prede- 
cessors. 


The layout and typography is 
basically simple and free from | 


any self-conscious straining 
after effect, but this is the 


simplicity that conceals a really | 


high-level mastery of 
nique. 


Incidentally, it confines itself 
to one colour throughout, and in 
this connection the typographic 
report on the National House 
Journal Competition has stressed 
for the past two years that most 
of the entries employing two or 


tech- 


more colours lost points in their | 


excessive exploitation of them. 
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Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors. 


2), RED LION ST. WC. CHA. 6855 


BOOT AND SHOE TRADE 


The Shoe and Leather 


Record 


Founded 1886 


The Pioneer and 
Progressive Paper 
cRANVELE HOUSE 


ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


SPENCER HOUSE , SOUTH PLACE, E.C.2. 
Telephone : MONARCH 0666 
Telegrams : ALSHUNUZE LONDON 


LUBRICATION 


THE ONLY Independent journal [fF 
devoted to LUBRICATION . 


Read by Works Engineers, [7 
Machine Designers, Oil © 
Company Executives, etc., i 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS id 
«3 Clifford Street, London, W.! & 
Telephone: REGent 6 é 


Y 5 + - ed 


The Monthly 


CIVIL ENGINEERING 
CONTRACTING — 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 
Read by 
the Contracting and 
Sub-Contracting Industry 
and 
every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591/2/3 


Py 


CHARTERED 
CIVIL ENGINEER 


The Journal read by all Chartered 

Civil Engineers at home & abroad. 

1.7 Gt. George St., London, $.W.1. 
Tel.: WHitehall 4577. 


ARCHITECTURE & BUILDING 


BRITISH HOUSING AND PLANNING 
REVIEW 


Largest circulation among local 
authorities and official bodies 
in U.K 
Bi-monthly 1/6 
42 Devonshire Street, London, W.i 


THE BUILDER 


The most influential 
weekly newspaper for the 
Architect, Contractor and 

Quantity Surveyor. 


4 CATHERINE ST., 


LONDON, W.C.2 
TEMPLE BAR 6251/4 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE 


109/119 bo gy Rd., London $.E.!., 
Tel. WATerioo 3388 
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wv TRADE AND 


WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 


Journal in British Dairying 


The Milk Industry, 
37, Queen’s Gate, London, S.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 


Weekly net sales exceed 
25,000 


For 68 years the official 
organ of the meat trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


FOOD MANUFACTURING 
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FOOD TRADE REVIEW. re: ‘ 
7. GARRICK STREET. u 


EVERY 
CHOCOLATE & SUGAR 
CONFECTIONERY 
MANUFACTURER 
MUST READ THE 


Of the Cocoa, Chocolate & 
Confectionery Alliance 


Published every month 


Advertising Contractors 
W. P. GRIFFITH & SONS LTD 
154 CLERKENWELL RD.,E.C.1 
TERminus 7363 
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| PACKAGING OVERSEAS MEDIA 


THE FIRST AND LEADING MONTHLY JOURNAL 
AND ONLY A.B.C. MEMBER IN THE FIELD 


lackaging 


LOOK FOR THE GLOSSY BLUE/GOLD COVER 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, £.C.2 
Tel.: MONarch 1995 


PAINTING AND 
‘DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British Decorator. Est. 1881. 


The Leading journal for all associated 
with the Painting and Decorating Trade 


CROMFORD HOUSE - MANCHESTER 4 


Publications 


NEWSPAP 
PERIODICALS 


Pass your Overseas Space buying 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., International Press Rep- 
resentotives. 177 REGENT ST., W.!. 
Tel.: REG 6534-5. 2361. 


PAINT AND PRINTING 
INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 
Monthly publication § with 
world wide coverage, having 
@ leading position in the | 
technical literature of the 
surface coating industries. 
Hall, F. 
. ECA 
CENtral 2120 


CLAY PRODUCTS AND BRICK MAKING 


HEALTH, HYGIENE AND 
SANITATION 


MISCELLANEOUS 


THE 
MEDICAL OFFICER 


PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, 

FLEET STREET 5574/5 


ENGLISH, ILLUSTRATED 


international En, 
monthly linking forei 
with everyday life in 
speaking countries. 
The key to foreign business through 
world interest in the English ——— 
P.O. Box 113, 60 Market Street, 

Watford, Herts. 


es 
nglish- 


VOICE OF INDUSTRY 


The outspoken monthly news 
magazine 


TELLS 
THE PROUD STORY 
OF BRITISH 
FREE ENTERPRISE 
TO READERS IN 
EVERY GRADE OF 
INDUSTRY 
AT HOME & ABROAD 


79-80 Petty France 
London, S.W.1 
Tel. ABBey 2203/4 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 13,424 
Jan.~June 1956 
' MUNICIPAL AN 
ALLIED HEALTH FIELDS 
Buckingham Palace Road, S.W |! 
SLOANE 5134 


“THE BRITISH 
and Overseas 
PHARMACIST’ 
For the buyer and technician in 
hospitals, pharmacies and laboratories 
everywhere. 
194-200 Bishopsgate, E.C.2. Ave 1444/5 


THE BRITISH CLAYWORKER 
Leading world technical Journal for 
Brick, Tile and Sanitery Ware 


23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


EDUCATION 
The Official Organ of the 
ciation of Educati ‘ommittees 

Published every Friday 
AR 

Read by Members and 

Officials of Local Educa- 

tion Authorities, School 

Governors and Managers, 

and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


School & College 
Nanagement 

. . « the best medium | 

for selling equipment to 


Schools and Colleges 


SCHOOL MANAGEMENT LTD., 
18 YORK BUILDINGS, LONDON, W.C.2 
TRA falgar 1388 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 034! S.W.1 
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TECHNICAL PRINT 


This issue has its text matter 
set in Caledonia, a Linotype book 
face that has not yet received its 
just recognition in this country. 
Its use demonstrates, once again, 
its exceptional suitability for use 
in conjunction with half-tones. It 
is also, as a matter of fact, one 
of the very few “modern face” 
text types with capitals shorter 
than the ascending lowercase 
characters. / 

* * 7 

THE CATALOGUE presentation of 
modern unit constructional 
materials offers many — 
tunities to the ingenuity of illus- 
trators and typographers pre- 
pared to rise to the challenge of 
their versatility. 

A really outstanding example 
of this specialised form of 
printed advertising has been 
produced by Woudhuysen & 
Co. Ltd. (formerly Byrne & 
Woudhuysen Ltd.) for Versa- 
tile Fittings (WHS) Ltd., a sub- 
sidiary company of W. H. 
Smith & Son Ltd., better known 
in the newsagency and book- 
selling fields. 

Vizusell is the name of a new 
type of shopfitting equipment—a 
range of basic components that 
can be assembled and dismantled 
as required with the aid of only 
a screwdriver. The object of the 


| Vizusell Catalogue & Handbook 


was to explain as clearly and 


| simply as possible the principles 


governing the use of the com- 
ponents and the technique of 
planning their exploitation. 


Catalogue and manual 


Some 300 components are 


| Specified in the catalogue and 


their appearance and function 
are illustrated in over 180 draw- 
ings. The resulting publication 
is not merely a comprehensive 
catalogue, but, in addition, a 
practical manual of assembly 
practice for instruction and 


| permanent reference. 


The designers of the publica- 
tion were given blue-prints and 
prototype components, and with 
the aid of these—plus a number 
of visits to the manufacturer's 
showroom in order to make 
sketches of specimen displays— 
the artwork was prepared. The 
finished drawings were made to 
conform to a consistent style and 
prepared in groups in order to 
reduce the cost of block making. 

The copy for the typesetting 
was exhaustively checked so as 
to reduce to a minimum the cost 
of corrections in proof, and was 
marked-up with the aid of the 


| Monotype unit system to ensure 
| really accurate fitting with the 
| art work. As a result of this pre- 


caution, plus close co-operation 
with W. H. Smith & Son (Adver- 
tising) Ltd., nearly all corrections 
were made in typescript, report 
Woudhuysen & Co. Ltd. 

All specifications of the com- 
ponents have been placed on 


@ Continued on page 54 
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The Monthly Register of TECHNICAL PRINT REVIEW — continued 


TRADE AND SPECIALIST ats aa Se es 


Publications — = aioe 


Continued from page 53 


TI MUNICIPAL WORKS AND 3 — 


LOCAL GOVERNMENT = 


‘vmqnavim Aavritiws 


ESTATES GAZETTE pa eS 
wwe mony ntl Jara MUNICIPAL a fs * 


sempestes with property ‘i \h & 


and, and allied interests ENGINEERING fi 


NATIONAL COVERAGE 


founded 1874 


amongst 


Architects and Surveyors, Estate 
OSuers, Builders, Municipal autho, Reaches all members of the 2 na 
—_ “laa — Institute of Works and High- 
Published Weekly b 
THE ESTATES GAZETTE, LTD. way Superintendents. 
47, Muscum Street, The “Linotype Matrix,” published by Linotype & Machinery Ltd., is 


HOLborn 4551/2 and 9768 4 Clements Inn, W.C.2. 
HOLborn 5502. 


considered by Sagittarius to have many claims to the critical and 
appreciative attention of all serious students and those engaged in 


house organ production. 
FURNISHING TRADE j right-hand pages under a bled-off 
MUNICIPAL WORKS AND 


heading identifying the relevant 
e Survevor ‘ component group. The facing 
The od LOCAL GOVERNMENT left-hand pages are devoted to 
ae egenne i Ae ty explanations and illustrations of 
2 s UNTY ENG the actual application of the com- 
Furnishing PELE a ponents. The captions are 
W ld rete “ty mH T h i " + placed either below or at the side 
or a got at e Loca of each illustration and are 
fae tt er ap G overnmen i divided by rules in order to 

auple overage —— bviate j i 
of THE RETAIL. and The Building Industry : — confusion with other 
MANUFACTURING pect rode Chronicle The illustrations inevitably em- 
SIDES of the Furniture, ADVERTISEMENT body a great deal of fine detail, 
Upholstery, Bedding and MANAGER, Largest ABC circulation and the printed results are an im- 
Furnishing Trades. 42 Russell Square, WC1 of any municipal weekly pressive tribute to the capabili- 
MERCURY HOUSE Telephone : Langham 8197 ‘ ties of the Dow Etch process, of 
eT Te ate S.E.1. ESTABLISHED 1855 which this particular publication 
provides one of the major work- 


THE CCA GAZETTE Display Advertising : 178 Fleet Street, EC4 ing examples produced in this 
e Fleet Street 0197 


country to date. 


Official Gazette the Count Detailed consultations, report 
| PAPER TRADE =— ren eo Woudhuysen & ‘Co. ‘Lid, took 
. ° place i c 
A.B.C. circulation | BURT EET Giver “Smivn),” tne primers 
2? mo (Edward Mortimer Ltd.) and the 
6,222 nthly THE CHARTERED paper suppliers (Alexander 
Read by members of the County Cowan) at all stages, and their 
Councils: and chief officers, in- MECHANICAL ENGINEER co-operation is claimed to have 
cluding county surveyors, arc- “contributed immeasurably to a 
; hitects, treasurers, agricultural The Journal of the smooth and satisfactory produc- 
The premier monthly officers and chiefs of county Institution of Mechanical tion” : 
nee end tee, “Adve. Dep, T0 Vietova Bare t, — AN ‘ie cians house 
; ° : OTHE s 3 
container, carton, paper London, $.W.1. organ, this time of more recent 
bag, sack manufacturers Telephone : ViCtoria 9132-3 CIRCULATION establishment, that has achieved 
well-deserved recognition in the 
and paper converters. 46 000 National Competition is the New 
’ Mechanick Exercises of the 


1 Birdcage Walk, P 
London, S.W.1. WHI 7476 The current issue (number 


OURNAL eight) is edited, like its predeces- 


The 
A S0-51 FETTER LANE J Mirkastr Saas Surrey Fine Art Press Lid., the 
LONDON, £.C.4. MUNICIPAL irene On Redhill printers. 


historianship has more pg 
found happy application in the 
GAS SERVICE The cay weckly, todintcal GAS JOURNAL field of specialised public rela- 
AND DOMESTIC COKE journal read in every local FOUNDED 1849 tions services to pfinting and 

i rnmen allied concerns. 
bea ny Ae pee eet setae | tae department. The leading weekly newspaper | The name of the journal is a 
Gas Industry. 3 Clements Inn, W.C.2 for the Gas Industry. | tribute to the original Mechanick 
11 BOLT COURT. FLEET STREET, E.0.4 HOLborn 2827 11 BOLT COURT, FLEET STREET, £.¢.4 | | Exercises of Moxon, published in 
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LOVABLE BRAS” 


18 Pearrctty sizep A-B-C curs 


distinctive 
compelling 


These wirework display aids are 
designed by Wm. Potter to arrest the 
eye of the shopper and to throw all 
emphasis on the product being 
displayed. Each display is light, 
manageable and robust, yet 
distinctively designed and constructed 
to show off each type of product. 
When next you consider * point of 
sale ’ material, call on Wm. Potter; Sal 
they will prepare designs and EA 
estimates for any quantity for any peers Gone 


product. 


Wm. POTTER 
WIREWORK 
DISPLAY 


AIDS 
SELL 


Wm. Potter & Sons, Aidersgate Works, Felsham Road, London, S.W.15. Phone: Putney 7711 


5 
/ Vag y 
y. / SSL L4 a 
} PAY VT y/ i 
displays (C447 
| p y tests. 
lite = . 
to e 
: lee Cooper. SS 
| ASE 2s A D i 
4 ala. Rican, “etvt ee - - iy ‘ 
My t Tvevie 
\ sures 
> 
| ) Es 
£ a md 
j 
ee } «aimee N ’ 
© bia : 
. ' ie 4 
ae ee ee | 
ay 2 
} 1) ‘ 
/) ia 
ea) dhn“4 / e 
a ww oe | e | 
| i. ~~ Z, 
| ‘\= 5 & yf i we, . 
} he a, Fray —_g9, 4 LNA | 
> a ey 2 \ | — . 
SS a SS | | : 
a ly ee : 
Ree eee ee eee eee ee 
H 


ADVERTISER'S WEEKLY 56 


Ocroper 12, 


1956 


2 eae 


Sorry, 
we’re booked right up for 1956 .. . 


But here are some facts about two of Norway’s 
leading magazines for your next budget. 


Hjiemmet 


In every city, township and village of Norway you will find 
Hjemmet in a large proportion of the homes. With its family reader- 
ship, it is a fine medium for both men’s and women’s products with 
national distribution. You just can’t do without Hjemmet on your 
Norwegian schedule. 


[F 


The favourite magazine of the sophisticated and beauty-conscious 
woman, ALT is also a favourite advertising di for 
home furnishings, silverware, sewing machines, washing machines 
and wringers, food products, kitchenware, etc. 


So make sure of space for 1957 
Exclusive British Representatives 


JOSHUA B. POWERS, LTD. 
14, Cockspur Street, London, S.W.1 
Tel: WHItehall 3366 


THE NORWEGIAN 


.PRESS 


has continued to progress during 1955. To-day 
there is an A.PRESS paper in 36 % of all 
Norwegian homes. 

The purchasing power of A.PRESS readers has 
greatly increased since the war. 


Ya 
5 


When you are planning your Norwegian adver- 


tising, make sure the A.PRESS papers are on 
your schedule. 


For all information 


14, Dover Street, London W. 1. 
Tel: Mayfair 8615 


icin 
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This is one of the double-wall cartons (in, this instance designed to 
hold tools) which are now being produced in Norway under licence 
from Boxfoldia Ltd. 


Steps to facilitate imports are 


_ being planned in Norway 


Import restrictions to 


| Vicorous steps have been 
planned—some have 
| actually come into force—to 
stabilise the cost of living in 
Norway. Advertising in this 
high standard market can, 


| therefore, undertake long-term 


arrangements with more than 
ordinary confidence. 

The decision to prevent in- 
creases in the cost of living was 
announced by the Prime Minister, 
Einar Gerhardsen, at a _ press 
conference in late August. 
Earlier, and prior to wage nego- 
tiations affecting hundreds of 
thousands of Norwegian workers, 
the government had indicated 
that the cost of living index 
— be kept steady at about 


Increase of subsidy 


To ensure that, the Prime 
Minister announced that the 

| price of milk would be cut to 
fourpence a pint by means of an 
additional £2 million a year sub- 
sidy. The effect of the cut has 
been to lower the living cost 
index by almost one point to 150 


The Premier also said that 
as part of a longer-term scheme 
to keep down prices the 
government was considering 
putting more foreign goods on 
the market by free listing foot- 
wear and clothing and certain 
categories of raw materials and 
machinery. A more elastic 
policy for the import of fruit, 
vegetables, and meat was also 
contemplated. The increased 
supply of imported goods, he 
said, would stimulate competi- 
tion and encourage reduced 
profit margins. 

In line with that policy, it 
has been officially stated that 
| imports of textiles and clothes 


be relaxed 


FOCUS OU 
- NORWAY - 


will be free listed probably from 

April 1 next year. Moreover, 

import restrictions will -also 

definitely be relaxed next — for 

plastics, domestic ectrical 

equipment, fruit and vegetables. 
* * * 

THe comptexities of PAYE 
taxation are proving no less 
severe for Norwegians than they 
did for Britons. To help things 
forward a little, however, a serial 
in 25 instalments, featuring * “tax 
collector Eriksen,” is to appear 
in about 160 newspapers all over 


@ Continued on opposite page 


be ORWAY’S OLDEST NEWSPAPER 


‘Modresfeavifen 


Founded 1767 


| TRONDHEIM— 
VOT OF NORWAY 
nee the ancient capital of 
Norway, and still the central focal 
| point through which almost all North- 
South trade passes, is today a city of 
some 80,000 inhabitants, and centre of 
a prosperous and developing area. 
Adresseavisen covers the whole of this 
region, and its high journalistic reputa- 
tion and consequent intense readership 
| give added impact to your advertising. 


DModresfeavifen 


TRONDHEIM 

One of Norway’ widespread news- 

papers. Audited Circulation Ist quarter 
1956: 55,210 

| Exclusively represented in U.K. by 

| JOSHUA B. POWERS LTD. 

| 14, or ST., LONDON, S.W.! 
: WHitehall 3366 
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Norway. Eriksen will explain 
the workings of the new income 
tax system which comes into 
force next year (hitherto, 
Norwegians have paid income 
tax retrospectively, not currently). 
The Norwegian Parliament has 
voted £75,000 to finance the press 
publicity campaign. 
* * * 

A COMMITTEE, appointed to 
study the problems and _ possi- 
bilities of introducing television 
in Norway, has reported that it 
will take three years before the 
first regular public television 
transmissions can be started. 
Because Parliament is unlikely to 
give approval for the necessary 
appropriations until next year, 
Norwegians cannot expect to see 
television programmes until 1960 
at the earliest. 

To develop a national network 
covering 80 per cent of the 
country, a 12-year development 
scheme is envisaged by the com- 
mittee, which also suggests a 
licence fee of £4 10s. a year. The 
cost of the total scheme, includ- 
ing 28 transmitters, is estimated 
at just over £3 million. Develop- 
ment would be in three-year 
stages. In the first stage, provid- 
ing for coverage chiefly in the 
Oslo and Bergen regions, tele 
vision reception would be pro- 
vided for 43 per cent of the 
population. 

* * * 


_ UNDER LICENCE from Box- 
foldia Ltd., of Birmingham, their 
patent double wall style carton 
is now being made in Norway by 


Norwegians plan to build 


‘people’s car’ 


Christiania Aeske and Carton- 
nagefabrik A/S, Oslo. 

The samples illustrated on these 
pages show its use for lingerie and 
tools—two lines for which it is 
ideally suited. 

* * * 

MANUFACTURE MAY start in 
Norway next year of a three- 
seater “people's car,” designed by 
the British car designer, Gordon 
Bedson, together with Raymond 
Flower, reports the Oslo news- 
paper Verdens Gang. It is also 
reported that an Oslo firm has 
agreed to produce the car on 
licence. Many of the parts will 
be made in Norway, but the 
engine will be imported from 
Britain. According to Verdens 
Gang, the Norwegian Ministry of 
Industry is favourably disposed 
to the scheme. 

* * * 

IT Is now estimated that there 
are about 35,000 prospective car 
buyers in Norway hoping to 
acquire a new car. Of these, 
25,000 have made requests for a 
licence to buy a new private car. 

* * * 


NORWEGIAN IMPORTS in August, 
exceeded exports by the equiva- 
lent of £8,650,000, compared with 
£6,150,000 in July. The increase 


with UK aid 


in the trade deficit is attributed 
by the Central Bureau of Statis- 
tics, to some extent to the strike 
in the pulp and paper industry, 
which reduced substantially the 
amount available for export. 

* * * 


THE CHAIRMAN of the Norway 
Travel Association, Thomas S. 
Falck, said at the recent annual 
conference that the number of 
tourists to Norway this year was 
expected to reach one million. 
Estimates had indicated that the 
1956 tourist traffic would earn 
Norway £15 million in foreign 
currency—£3 million more than 
last year. The chairman urged 
the opening of more offices 


Another design and 
construction — this 
time for a line of 
lingerie — for a 
carton which is 
now being  pro- 
duced in Norway 
under licence from 
the Birmingham 
firm of Boxfoldia 
Lid. 
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Clothes and shoes 


on free list 
TH import of clothes and 

shoes into Norway will 
be put on the free list from 
April 1. Also umbrellas and 
shoe leather and soles will be 
free listed from that date. 
Gloves are to be free listed 
from_a date to be announced 
later. Norwegian manufac- 
turers have been promised 
that application from them 
for the import of machines 
and raw materials to help 
them to meet the increased 
competition will be favour- 
ably considered. The govern- 
ment is also to consider 
measures to prevent imports 
of a dumping character. 


abroad. At present the Norway 
Travel Association has offices in 
London, Paris, Stockholm, 
Copenhagen and New York. 


yout go far sith, AFTENPOSTEN 


Norway’s leading adyertising medium 


adwertising inv NORWAY 


Woman at home 


and at work 


73% of the housewives of 

Oslo read Aftenposten. 

A large proportion of the family’s 
budget is under the control 


of the housewife. 


Of our female readers one in 
three earns her own income, 
84% of all woman wage-earners 
in the above-£500-a-year 

class belong to Aftenposten’s 


circle of readers. 


Advertising representatives: JOSHUA B. POWERS LTD., 14 Cockspur Street, London, S.W.!. 


Telephone: WHitehall 3366 
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THIS WAS A CARLTON PHOTOGRAPH 


TRADE MAGAZINE ADVERTISEMENT 

The Baker Meets Cockade 
AGENCY: Foote Cone & Belding, Ltd. 
ART DIRECTION: Cliff Woodgate 


ADVERTISER: Fisons Milk Products Ltd. 
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THE GRAPHIC ARTS 


— A WEEKLY NEWS SURVEY 


‘Wanted: A new title for 
the machine minder’ 


“Making ready is the work of the ‘machine minder, 
the term gives no indication of what the man really does. .. . 
Better progress may be made when we recognise that the man 
has a craft, and dignify it with a proper title.” 


That -was the challenge laid 
down at a meeting of the Society 
of Typographic Designers, the 
first of the 1956-57 session, in 
London on September 27, by 
W. A. J. Blaker (head of the 
department of printing, Central 
School of Arts & Crafts). 

In an address entitled “The 
Importance of the Machine to the 
Typographer,” he said that the 
printing industry had suffered 
from the use of the term 
“machine minder.” 

“In times past if two boys 
joined a firm together, the bright 
boy went into the composing 
” said Mr. Blaker, “and the 
into the machine room. 
The term compositor, like book- 
binder, has a time-honoured ring. 
There is a feeling of craftsman- 
ship about it.” 

‘Correcting’ medium 

Yet the machine-man’s make- 
ready was the “correcting and 
adjusting medium” of all the ele- 
ments of the printing press. 

“The results of such mistaken 
thinking,” he observed, “are to- 
day terribly evident in the 
amount of unsatisfactory press: 
work. In the 500 years or so of 
printing history we have never 
been richer than we are today, by 
knowledge, experience, resources 
and, above all, in demand for 
printing. This is a time when 
standards, both aesthetic and 
economic, should be raised.” 

Unhappily, although the print 
ing industry in this country might 
be regarded as a major one. 
there seemed “little national 
pride” in it. What makes this par- 
ticularly odd is that Britain is the 
origin of much of the world’s 
printing equipment. Why the in- 
dustry had allowed print to be an 
importable rather than an ex- 
portable commodity was there 
fore incomprehensible. 

“The only thing we can export 
profitably today,” said Mr. 
Blaker, “is technical excellence. 
If the present generation of prin- 
ters were to raise the standards of 
printing, a means must be found 
of reducing the barrier between 
design and production.” 

One of the most 


Glecknar booklet 


Frank F. Pershke Ltd. have 
published a booklet titled They 
Rely on Glockners, which tells 
the story of a number of small 
and large printing firms which use 
Glockner presses. It is available 
to printers on request. 


important 


but 


factors in good presswork was 
that the typé should be repro- 
duced throughout the run true to 
the character of the face, and 
unless there was a fine balance 
between compression, impression, 
inking, etc., the true design of the 
letter form was lost, and the 
typographical designer frustrated. 

Presswork of that standard 
called for skill and experience, 


» oe Khe ’ 


A Rumanian trade_ delegation 
arrived in London last week, part 
of their mission being to investigate 
British gravure and offset litho 
machines. Expressing a desire to see 
Rotaprint machines in operation, 
they were invited to visit Swift Pub- 
licity Lid. Photo shows Swift's 
works manager, P. Donellan, show- 
ing samples of multi-colour work to 


because it must be “right first members of the delegation. As a 
time. Every printed job was. result oy their visit it is expected 
so to speak, “bespoke,” and = shat the Rumanian Government will 


modifications during a run could shortly order British products. 
cause irretrievable losses. .s 


The emphasis today was on, . 
“hard packing.” The technique ‘Penrose Annual 
editor dies 


of make-ready should be 

regarded as a series of operations 
to overcome physical limitations. 

R. B. Fishenden, print consul- 

tant to Spicers, Ltd., and editor 

of the Penrose Annual for the 


few years ago Letouzey had 
introduced a form of make-ready 

past 21 years, died suddenly at 
his home last Sunday. 


hased on altering the height of 
paper, or of the various charac 
ters, according to the density of 
the letter. “The method fell 


short,” said Mr. Blaker, “because It is only four months since he 
in printing a light face one celebrated the triple anniversary 
wanted only a ‘kiss’ impres- of the 50th publication of Pen- 
sion: a bold letter demanded '05¢. the 60th year of its exist- 


ence, and his 21st year as editor 


more pressure.” ; . 
4 —during which time he had 


One of the purposes of make 


ready, apart from getting good turned it into an institution. 

results and overcoming imper- Mr. Fishenden, who was 75. 
fections was to overcome the was at work on the 1957 edition 
“differential” in face. of his book right up until the 

“[ am not saying that we Friday night before his death. 

should always have extensive In addition to his work for the 
make-ready,” said Mr. Blaker. Penrose Annual, Mr. Fishenden 
“There are a great many things was technical editor of King 


that could be done to eliminate 
time on the machine. We must 
bring type and paper to the 
machine in a good state. And to 
avoid indifferent printing we must world, including British and over- 
allow trained men to use their seas Government departments. 
skill.” In 1954 he was awarded an OBE. 


Penguin Books, and, as print and 
colour consultant to Spicers, was 
constantly requested to give 
advice to printers all over the 


Earl Jowitt proposed the toast of 

Anniversary Festival Dinner of the Lloyd Memorial (Caxton) Seaside Home, 

Deal, a convalescent home for members of the printing and allied trades 
last week 


“The Printed Word” at the 69th 
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| Prodection men 
elect new 
officers 


At the third annual general 
meeting of the Advertising Agency 
Production Association, held at 
Monotype House, Fetter Lane, 
the chairman, F. C. Chinnock 
(Young and Rubicam Ltd.), re- 
called the highlights of a “very 
successful year.” 

He thanked the process en- 
gravers who had opened their 
works for a series of classes for 
the Association's members; the 
proprietors of firms in the print- 
ing, ink-making, silk-screen, and 
paper-making concerns who had 
organised conducted tours; and 
the eminent business personalities 
who had given talks. 

He thanked also the technica! 
committee who had discussed with 
the felative organisations the 
Standardisations of tint books; 
the provision of colour bars ; the 
issue of type face synopses and 
proofs of gravure colour pages. 
Some progress, he was happy to 
say, had been made on each. 

The following officers were 
elected for 1956-57: chairman, 
W. Harold Butler (Saward, 
Baker Ltd.) ; vice-chairman, 
W. R. Phillips (Mather & Crow- 
ther Ltd.); hon. secretary, P. R. 
Allard (J. Walter Thompson Co., 
Ltd.); hon. treasurer, G. C. 
Mitchell (Foote, Cone & Belding 
Ltd.); fifth member of com- 
mittee, F. C. Chinnock (Young & 
Rubicam Ltd.); hon. auditors, 
R. J. Thorley (Reid Walker Ad- 
vertising Ltd.) and L. H. May 
(T. Booth Waddicor Ltd.), and 
social sub-committee, C. H. Smith 
(Gordon & Gotch Advertising 
Ltd.) and D. Thurley (Young & 
Rubicam Ltd.). 

A proposal! from the chair rais- 
ing the subscription for 1957-58 to 
15s. was agr 


Tuck-Waddington in 


big merger scheme 

Negotiations are proceeding 
for an amalgamation of Raphael 
Tuck and Sons, the London art 
and book publishers, printers of 
Christmas and greeting cards, 
etc., with John Waddington Ltd., 
the Leeds printing firm. 
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PRESENTS FOR 
BOTH MEN 
AND WOMEN 


WHEN I arrived at the North 
British Hotel, Edinburgh, for the 
annual conference of the Young 
Newspapermen’s Association last 
Friday I was handed a package 
which, when I opened it with eager 
fingers, revealed its contents as a 
small bottle of Johnnie Walker. 
All the other males were equally 
favoured, the ladies; poor dears, 
being fobbed off with bouquets. 

Could there be a better send-off 
to the best YNA conference yet? 
John Maxwell, its president, was 
rewatded for his courage in locating 
the conference so far from London 
by an attendance of 48 members 
and a total of 116 with wives and 
guests—both records. The expres 
sions of appreciation to Ray Tindle 
(secretary of the YNA) and to the 
speakers were amply deserved. 

Incidentally, Mr. Maxwell was 
once again resplendent at the ban- 
quet in a kilt of the Maxwell 
tartan. But my hopes that he and 
J. Gwyndaf Jones (president of the 
Newspaper Society) would speak 
respectively in Gaelic Welsh 
remain unsatisfied. 

* ” * 


i WISH I had space to retail many 
of the ‘bright remarks by the 
speakers—such as the humorous 
forecast by C. F. Carr about “ sub- 
conscious advertising by  self-con- 
scious advertisers to a _ semi- 
conscious public.” 

Or the story which Bailie Matt 
Murray (Edinburgh's senior magis- 


and 


trate) told at the civic welcome, 
about the columnist who, as a 
reward for excellent work, was 
offered six months holiday with 
pay, but declined, for two reasons. 
The first was that such a prolonged 
absence might harm the sale of his 
paper. And the second was that it 
might not! 

The handing over of the Bowater 
golf award by G. H. West (of 
Bowater's) to Michael Robinson is 
now almost a regular feature. Last 
year Michael Rowntree took it; but 
jt was not to be expected that the 
other Michael would allow him to 
keep it long. 


Speeches excellent 


THe speeches were excellent. 
though only two had much rele- 
vance to advertising, those of Roy 
Thomson and R. P. Prentice. Man- 
aging director of the Hamilton 
Advertiser, which he has served for 
over fifty years, Mr. Prentice has 
had a remarkable career in adver- 
tising. He started the first Scottish 
weekly paper advertising group. 
“Scottish Provincial Associated 
Newspapers”; and is a past presi- 
dent of the Council of Publicity 
Clubs of Great Britain and Ireland. 
the Publicity Club of Glasgow, and 
the Scottish Newspaper Proprietors’ 
Association. Yet before he went 
into newspapers he had spent three 
years in a bank at four bob a 
week! 


MASTER ART, 


LOOKING FOR SCRAPER? 


Then meet MALCOLM MORRIS 
A brilliant specialist in head and figure 
WHY WAIT LONGER? - WHY PAY MORE? 
Specimens & quotations from E. W. SELLAR 
12 ORANGE ST. W.C.2. 


Tel: WHI. 2979. 


Hotel booked 


WHEN Capt. 0. W. J. Hender- 
son (Belfast News Letter) sounded 
the conference about the possibility 
of going to Northern Ireland next 
year he raised a laugh by announc- 
ing that he had already booked a 
hotel for the second week in Octo- 
ber and arranged all sorts of 
pleasant things with the NI Govern- 
ment and the Belfast Newspaper 
Society. 

Capt. Henderson is. incidentally. 
a member of the NI Govern- 
ment. I don’t think he was very 
serious when he told me that an 


election there might interfere with 
the conference 
* 


' 
* * 


Ix my office the other day came a 
young Scot with two main interests. 
He is Robert Sproat, manager of the 
Ayrshire Post. One of these interests 
is his paper, which has doubled in 
size to 32 pages since he took it over 
six years ago. 
Recently he 
Started a 
magazine 
centre spread, 
which carries 
no advertising 
but has also 
considerably 
boosted sales. 
They are now 
standing at 
23,314. His 
company has 
installed a Hoe 
rotary with a 
capacity for 64 
pease. and 

Robert Sproat add it coors 
plant. The commercial department, 
excellently equipped, produces among 
other publications, many guide books 
in colour. 

Mr. Sproat’s leisure interest is the 
National Association of Round 
Tables, a sort of junior Rotary 
interested in promoting business 
efficiency. 

His age is 34 and he was born in 
Burns's country on Burns's birthday, 
January 25. 

Publisher’s 
jubilee 
His jubilee as a publisher has 
been attained by Andrew Goudie 
Murray, managing director of 
Thomas Murray & Co., Ltd., who 
publish Murray's Diary. 

Mr. Murray is a grandson of 
Thomas Murray, the first publisher 
of the diary. His firm, Neilson & 
Murray, of Paisley, were asked to 
print time-table broadsheets for the 
Glasgow, Paisley & Greenock Rail- 
way Co. in 1842, one year after the 
railway was opened. 

So popular were the broadsheets. 
which were originally issued free. 
that they were condensed and pub- 
lisher quarterly under the title 
Condensed Time Tables. A little 
later they were published monthly 
in book form, price 4d. By 1845 the 
circulation was 5,000 copies a month 
_ the price had been reduced to 


The diary proper—incorporating 
a memo page for notes for each day 
of the month—came into being in 
1873, price Id. In 1941, when pur- 
chase tax was imposed on diaries, 
the diary part was excised and the 
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At a London luncheon 24-year-old 
Ray Booty, the first cyclist to ride 
100 miles inside four hours in com- 
competition on the road, was 
presented with a gold medal to mark 
the feat by Roland E. Dangerfield, 
chairman and managing director of 
Temple Press, who publish 
“Cycling.” Booty’s ride of 3 hrs. 
58 mins. 28 secs. was done during 
the Bath Road Club's 100-mile time 
trial held last month. The first of 
the events the club ever promoted 
was in 1890 and the winning time 
—a record for those days—was 
6 hrs. 38 mins. 54 secs., set up by 
the late Edmund Dangerfield—father 
of Mr. Dangerfield and founder of 
“Cycling.” 
* * 

name changed on the cover—but 
not in the mind of the public. 

Today nearly two million copies 
of the diary, which has both Edin- 
burgh and Glasgow editions, are 
sold every year. 

* € 

AAN attractive and original style for 
his letter paper decoration has come 
to me from Maurice N. Brown, who, 
after being Northern representative of 
the Practical Press group of journals 
for several years, was recently ap- 
pointed their Northern manager. In 
the top right hand corner is a pane! 
in the form of a sign hanging from a 
wrought-iron support. The sign 
bears the name of either the 
Practical Press or of one of the 
papers in the group, together with 
Mr. Brown's name and address. 

Across the bottom of _ the 
paper is a drawing of a scene in a 
country town, and coming from 
somewhere in the scene is some such 
wording as “We saw it in the 
Hotel and Catering Review” or 
“We bought it all through The 
Caterer.” 

* * 


ALBERT MILHADO, who bet the 
Netherlands Broadcasting Corpora- 
tion that he would get by car from 
the Mansion House in London to 
the Town Hall in Rotterdam within 
three hours, succeeded after a last 
60 mph dash through Rotterdam to 
get there in 2 hours 574 minutes. 


COVTACT 
WEEK'S WISECRACK 


~ 


“ When colour TV comes I 
suppose they'll say that Daz 
is bluetiful—and prove it.” 
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ey =BIRMINGHAM “oy 


it takes TWO) 
— 


Yes, /WO Evening Newspapers to do the job. 


328 OOO people read the Write for information of 
readership, readers’ buying 
habits and buying intentions. 
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PUBLICATIONS IN THE NEWS 


Journal to help 


_race relations 


Out last week, The Colonial News 
becomes the sixth journal to be 
printed by the Long Eaton Adver- 
tiser Co., Ltd. The editor states 
that “it is being published to work 
for better understanding between 
coloured and white people in 
England.” Advertisement rate is 
12s. 6d. per sci with a series dis- 
count, and 3d. per word for classi- 
fied advertisements. It is to be 
published monthly priced threepence 
and —as r eae 


Last ack the ‘Argyllshire Adver- 
tiser was sold by its owner, William 
C. Harvey, to the Oban Times Lid. 
lt will continue to be published as 
the local paper for Lochgilphead. 
Ardrishaig, Tarbert and the other 
mid-Argyll centres. 

ok * * 

The Nursery World Diary and 
Reference Book for 1957 has been 
published by Benn Bros., Ltd. Some 
new sections have been introduced 
into the book, including a Calendar 
of Wild Life, a guide to unusual 
holidays organised for young people 
and an article on how to adopt a 
baby. 

‘ * * 

[he current issue of The Chemi- 
cal Age is the first to be published 
in a larger size since 1942. The 
make-up has been completely 
re-styled. 


From January 1957, Occupational 
Therapy, the official journal of the 
Association of Occupational THera- 
pists, is to be published monthly 
instead of quarterly. The circula- 
tion has now reached 2,500 copies. 
It is being completely re-designed in 
form and presentation to enable it 
to accommodate more advertising. 

* a * 

Illustrated Newspapers Lid. will 
publish special motor show numbers 
of The Tatler on Wednesday, The 
Illustrated London News and The 
Sphere next Friday, and The Sketch 
on October 24. 

* 


* * é 
The two latest Good Housekeep- 


ing Cookery Books, 2nd Cookery 
Course and Hot Meals for Colder 
Days, at 1s. 6d. each, will be pub- 
lished later this month. 
* * ok 
A special Motor Show number of 
Field will be published next 
week. It will include a special 20- 
page Motor Show Supplement, 
containing a review and description 
of the Earls Court show 


Three supplements 


The Fruit Trades’ Journal is to 
publish three feature supplements 
this autumn. The first (October 20) 
will mark the opening of the first 
postwar fruit auction in Southamp- 
ton; the second (October 27) will 
be devoted to Spain; and the third 
(November 3) will be devoted to 
Leeds and the first National Apple 
Exhibition which is taking place 
there on November 8, 9 and 10. 


Good Types 
to Employ... 


Sans for photography 

Times for legibility 

F. & C. for reliability 
FOSH & CROSS LTD 


for LETTERPRESS and OFFSET LITHOGRAPHY. 
DESIGNERS, BINDERS and PROCESS ENGRAVERS 


80-92 MANSELL ST., LONDON, E.1 


Telegrams : 
Printrade, Edo, London 


Telephone : 
ROYAL 1731 (10 lines) 


advertising in — the 
national and provincial press will 
support the November issue of Wife 
and Home, which will contain a 
free 20-page book “Max Bygraves’'s 
Favourite Songs for Children.” 
* 7 x 

Three promotion folders have 
been sent out by George Newnes 
Lid., to advertisers and agents 
throughout the country for The 
Practical Householder, Practical 
Motorist & Motor Cyclist and 
Modern Woman. The folders con- 
tain the latest issues of the journals. 
and give the audited net sale figures, 
advertisement rates and 
formation of interest to advertisers 
and agents. The October issue of 
Modern Woman is described as the 
“greatest issue ever published.” It 
consists of 148 pages, 83 of them 
advertisements. 


Large-space 


Autumn number 


The special Autumn Planting 
Number last week of Amateur 
Gardening had a full colour cover 
and a total of 84 pages—the largest 
issue to be published in the post- 
war period. It carried announce 
ments by over 250 display adver- 
tisers, in addition to the classifieds 
Stuart Mander, advertisement direc- 
tor of George Newnes Lid., sent 
out copies of the number to adver- 
tisers and agents throughout the 
country. The wrapper band stated 
that tthe sale of the number would 
“greatly exceed” the current audited 
net sale of 242,906 copies weekly 
The publishing day for Amateur 
Gardening has now changed to 
Thursday. 

oa * x 

The November issue of Home 
will include a 16-page inset book 
on Christmas cookery, a “Christmas 
Do-It-Yourself” supplement and a 
“mini-book” complete story. Full- 
colour posters will support the issue 

* * * 


Good Housekeeping’s Encyclo- 
paedia of Family Health has been 
published, at 45s. The book con- 
tains 440 pages, including 48 pages 
of photographs and 40 pages in 
colour, nearly 150 illustrations in 
colour and more than 800 in black 
and white. There are 22 chapters 
in the book, which covers the whole 
cycle of life. Special attention is 
given to new developments in drugs, 
health and beauty, the health ser- 
vices and welfare societies, diet 
cookery for the invalid and treat- 
ment of accidents. 

” + 

Last week's Taxation was a 
special conference number to report 
and comment on the sixth National 
Taxation Conference held in Edin- 
burgh from September 28 to Octo- 
ber |. A total of 714 of its 100 
pages were advertisements. 


other in- 
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We Hear 


Scarborough Publicity Committee 
has approved the spending of an 
increased amount of money on 
advertising mext year. The greater 
part of the suggested extra expendi- 
ture has been allocated in January, 
February, and March. 

* * - 

Hugh Samson and Co. have been 
appointed public relations advisers 
to the Society for Promoting 
Christian Knowledge for the move 
into their new headquarters at Holy 
Trinity Church, Marylebone Road. 
London, N.W.1, on October 26. 

: * * a 

A new technical journal coverin 
the processing and application of all 
types of plastic and paint products 
in Southern Africa, Plastics and 
Paint, is now being published every 
second month by Odhams Press. 
South Africa (Pty.) Ltd. 


25,090 copies 


An initial distribution of 25,600 
copies of a booklet, Facts About 
Man-Made Fibres, is going out in 
the next few days to the principal 
retail stores and appropriate shops 
in all parts of the country from the 
British Man-Made Fibres Federa- 
tion. 


* * * 

The John Bretton PR Organisa- 
tion have been appointed PR con- 
sultants to Karobes Ltd., of Leam- 
ington Spa, who specialise in car 
seat covers. 

* * 

The first-ever Radio Exhibition 
has been held in Tanganyika. It 
was opened by the Acting Governor, 
R. de S. Stapleton. The Exhibition 
lasted for four days, and over 
40,000 visitors attended. 

* * * 

Film Partnership Ltd. have opened 
a branch office in Manchester, at 
6 Brown Street, Manchester 2. 

* * * 

A series of four organ recitals has 
commenced at St. Dunstan-in-the- 
West, Fleet Street, each Thursday at 
1.15 p.m. Next week the recital will 
be by Ralph Downes and on Octo- 
ber 25 by Edna Howard. 


Offer of £46,000 


Birkenhead Corporation has been 
offered £46,600 by Cowan Ad- 
Service Ltd., of Glasgow, for adver- 
tising rights on its buses for the 
five-year period 1957-62. Its trans- 
port committee has advised 
acceptance of the offer. 

7 * * 

Press and public relations work in 
connection with the Golden Jubilee 
TT Races in the Isle of Man next 
year is to be handled by Charles 
Fothergill, formerly News Chronicle 
motoring correspondent, and now a 
partner in the firm of Howard S. 
Cotton _- 


* * 

A peomntinn folder issued by 
Associated Irish Newspapers claims 
that one out of every three of the 
adult population of the Irish pro- 
vinces buys a local weekly news- 
paper 


x * * 
The Southam Co. have purchased 
the Daily Nuggett, published at 
North Bay, Ontario. circulation 


of the Daily Nugget for eat 
ending March 31 was 12,804. A 
Smyth will represent the paper here 
from the Southam Newspapers of 
Canada London office. 
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SOME USERS OF CIRCULAR DISTRIBUTORS 


KELLOGG COMPANY OF GT. BRITAIN LTD. 


THOMAS HEDLEY & CO. LTD. 


LITTLEWOODS MAIL ORDER » STORES LTD. 
i coeechetaieaiinamnanel 


CIRCULAR DISTRIBUTORS have a nation-wide organisation 
of some 905 teams working whole-time on house-to-house distribu- 
tion and covering between them every town in the country. If you 


think that their services might be of benefit: to you, please contact, for 
further information :— 


CIRCULAR DISTRIBUTORS LTD. 54 ct. mariborough street, London, W.1. GERrard 


ae " : i 
rs ” 
iN dame Vibe ai erie Z 
' < 7 Ry be . _———_—— - , 
Saal ii aa CapBuRY’S See 9 
0MO0™ CORN Ess 5 Yrinking ae 1 
v ie FLAKES 18 hocolaw on ett } 
HWE : 
7 ie 
ns ota ina q 
; HUDSON & KNIGHT LTD. ee CADBURY BROS. LTD. D. & W. GIBBS LTD. g 
z . ut | ee 4 
Sunsilk Salt : ISSO e 
. —_ f os be WT id cs fo %, ag 7 — al’ J an 
D. & W. GIBBS LTD. : THOMAS HEDLEY & CO. LTD. ee HUDSON & KNIGHT LTD. | 
mand a) a | “aia 
Ks tater ‘S = } M , : ’ 3 
iy : _ Be Cs 
| lee | | 
rt dean, aad = nn Pine worst 
LEVER BROS. LTD. QUAKER OATS LTD. GODFREY PHILLIPS LTD. “ 
* mS > — 
: Ge aa “une ~ DO Nae 
Ca ia i , jn" 2 
% , aes dl : ad A i €& : 7 ~*~ ; me | | 
W. H. & F. J. HORNIMAN & CO. LTD. VAN den BERGHS LTD. BOOTS PURE DRUG CO. LTO. , 
| ..» WE COULD EASILY FIT IN § ANOTHER 
a 


ADVERTISER’S WEEKLY 


Are you missing 
one side 

of every street 
in Manchester P 


war Lvening Chronicle a3 


fs CRISIS BAY —Masser weds war 


f 
EDEN CALLS SERVICE ws vera 


900,000 readers every night... 
this great, growing 

evening paper is indispensable 
for the coverage of the 

vast Manchester market. 


ou can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


ist 


in Britain 
FOR GROWTH 


Fastest-growing evening in 
Britain. 


3rd 


in Britain 
FOR SIZE 


ABC 295,729. Third-largest 
provincial evening sale. 


45,830 extra copies in four years. 


Colour ads for new Austin campaign 


A national campaign in the dailies and high class magazines is being 
launched to coincide with the Motor Show at Earls Court to announce 
| the new Austin Princess IV. The campaign is being handled by Samson 


Clark and Co., Ltd. 


The colour advertisements, to give added 
so that the reader has to turn the page broad-side on. 


have been designed 
The illustrations 


“eye appeal,” 


are in black and yellow to perpetuate the colour scheme developed for 


Princess advertising last year. 


The coachwork of the new model is by Vanden Plas (England) 1923 Lid. 


Big launch for new 
electric shaver 


A new electric shaver, the Richard 
Cadet, is to be launched later this 
month with an _ extensive press 
advertising drive by B. H. Ries Ltd. 
Media to be used include News of 
the World, Sunday Pictorial, Sunday 
Express, Empire News, Dail) 
Express, Weekend Reveille, Week- 
end Mail, Titbits, TV Times, 
Blighty, Lilliput, Men Only, World 
Sport, Man About Town and Th 
Mirror. Agents are G. S. Gerrard 
Ltd. 


Evan Williams to 


launch new product 


Evan Williams are soon to market 
a new product, Tulip Tissues. It is 
stated that these tissues will be the 
first ever to be designed specificially 
for absorbing surplus lipstick 

They will be coloured pink, and 
will be interleaved in a new-style 
pack. 

The campaign has commenced 
with a mailing shot to the trade. 
This will be supported by nation- 
wide press advertising, opening in 
the Daily Mirror on Monday. 
Public relations and a concentrated 
point-of-sales attack are also 
planned. The campaign is being 
handled by Mark Fawdry Ltd. 


USE 


Tulip 


Display pack for Tulip Tissues, 
which are being marketed by Evan 
Williams Co. Ltd. 


Branded advocaat 


to be advertised 


Warnink’s Advocaat, “the first 
branded advocaat to be introduced 
into this country” is to be advertised 
for the first time ever in this coun- 
try in the national press, beginning 
at the end of this month. 

The account is being handled by 
Erwin Wasey & Co., Ltd., on behalf 
of the Victoria Wine Co., sole 
importers into UK of Warnink’s 
Advocaat. 


Scottish Gas Board’s 


domestie drive 


The Scottish Gas Board has begun 
a campaign to obtain domestic sup- 
port from Scottish housewives. The 
drive is using half-pages in leading 
Scottish newspapers. Theme of the 
advertising is that “650000 major 
gas appliances have been sold to 
Scottish homes since 1950,” and 
that “Four out of five Scottish 
families now ‘go in for gas’.” 

Slogan used in the campaign is 
“Go in for gas—Scottish gas” and 
a tie-up is given with the local gas 
showrooms in that readers are 
invited to take their problems to the 
local service rooms. Agents are 
Nevin D. Hirst (Advertising) Ltd. 


Australian ads 

At a trade reception in Man- 
chester on Monday, G. R. B. 
Patterson, senior Australian Trade 
Commissioner in the UK, said they 
were investing £300,000 in advertis- 
ing Australian products this year. 
The reception inaugurated an all- 
out Australian food and wine 
publicity campaign in Lancashire. 
Agents are Greenlys Ltd. 


LAZY SHAVE 

Max Factor Hollywood and Lon- 
don (Sales) Ltd.’s new product, Lazy 
Shave, which is being advertised 
extensively in the national press, on 
commercial TV and by point-of-sale 
material, is being handled by Crane 
Publicity Ltd. 
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Winter Thomas 
get new account 


The Winter Thomas Co. Ltd. 
have been appointed to handle the 
British advertising of the French 
aperitif St. Raphael. The pre- 
Christmas campaign starts this 
month and space has been 
booked in the trade press, Lon- 
don evening newspapers and 
magazines. The Winter Thomas 
Co. Ltd. are working in con- 
junction with the Leslie Frewin 
Organisation which is responsible 
for the British public relations 
for St. Raphael. 


One of the stills from the Tt 

mercial for Chivers & Sons Ltd. 

featuring Noddy. Agenis are 
Smith’s Advertising Agency Ltd. 


com- 


Spending more 


Although a smaller percentage of 
the advertising appropriation of 
Foster Clark Ltd. for 1956/57 is to 
be spent on press advertising and 
more on display and point-of-sale 
material, the total appropriation will 
be higher than in the previous 
period. The actual amount to be 
spent on press advertising will also 
be increased. 


| CURRENT ADVERTISING AT A GLANCE 


Accounts 


WARNINK’S ADVOCAAT, for 
Erwin Wasey & Co., Ltd. Cam- 
paign in national press. 

ST. RAPHAEL, French Aperitif, 
for The Winter Thomas Co., Ltd. 
Campaign in trade press, London 
evenings and magazines. 

WELCH MARGETSON & CO, 
LTD., for Napper,  Stinton, 
Woolley Ltd. 


Campaigns 

DYNATRON RADIO LTD., using 
national magazines and papers for 
television sets and radiograms. 
(Rex Publicity Service Ltd.) 

EVAN WILLIAMS CO. LTD. 
using national dailies and point- 
of-sale material for Tulip Tissues. 
(Mark Fawdry Ltd.) 

E. GRIFFITH HUGHES LTD., 
using Woman, Woman's Own and 
Daily Mirror for Veldew, toilet 
soap in tubes. (The Robert Free- 
man Co. Ltd.) 

CHELCO GARDEN AIDS LTD., 
using gardening journals for new 
greenhouse heater. (Allardyce 
Palmer Ltd.) 

SCOTTISH GAS BOARD, using 
half-pages in Scottish papers. 
— D. Hirst (Advertising) 

td.) 


B. H. RIES LTD., using national 
dailies, Sundays and magazines 
for Richard Cadet electric shaver. 
(G. S. Gerrard Ltd.) 


CTC HEAT (LONDON) LTD., 
manufacturers of oil burners, 
using trade and technical press 
and some consumer press. (May- 
fair Advertising Ltd.) 

JOHN  SMITH’S TADCASTER 
BREWERY CO. LTD., using 
commercial TV on Northern sta- 
tion. (T. B. Browne Ltd.) 

LIBBY, MCNEILL & LIBBY 
LTD., using commercial TV on 
London, Midland and Northern 
stations for evaporated milk. 
(T. B. Browne Ltd.) 


BB CHEMICAL CO. LTD., using 
30-second films on London, Mid- 
land and Northern TV stations 
for Bostik white sealing strip. 
(T. B. Browne Ltd.) 

PIFCO LTD., using Daily Express 
for range of electric blankets. 
(S. C. Peacock Ltd.) 

UNION FIBRE PIPES (GREAT 
BRITAIN) LTD., using technical 
journals. (Charles Barker & Sons, 
Ltd.) 

AUSTIN MOTOR CO. LTD., 
using national dailies and high 
class journals for new Princess 1V 
(Samson Clark & Co. Ltd.) 
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HE’S MAKING 
TRACKS 
TO A MAN’S WORLD 


Point the way 
with 
your products 


BY ADVERTISING IN 


ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET LONDON €E.C.4, 
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now the FIRST 
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London Homes* 


tune to 


channel... 


% REACHING A POTENTIAL AUDIENCE OF OVER 3,000,000 PEOPLE 


ASSOCIATED-REDIFFUSION LIMITED Monday through Friday 
ASSOCIATED TELEVISION LIMITED Saturday and Sunday 


PROGRAMME CONTRACTORS FOR THE LONDON INDEPENDENT TELEVISION AREA 
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After only one year the first million sets receiving 

Independent Television in the London area has been reached. 

And in addition there are many thousands of homes 

outside the London ITV area who we know receive our programmes. 
And these numbers are still growing . . . 


at the present rate of over 70,000 sets a month ¥ 


No advertising medium ever inspired so much loyalty 


or caused ‘So much excitement. 


® These are T.A.M. estimates 
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King Pyrex is the new cartoon figure 
being used in Pyrex national press 
and magazine advertising. The figure 
was drawn and designed by Tim for 
Stuart Advertising Agency Ltd. 


ITV viewers like the 
serious programmes 


Figures showing that viewers 
with a choice of television pro- 
grammes also watch commercial 
TV programmes of a _ more 
serious nature in preference to 
similar programmes screened by 
the BBC, have been issued by 
TAM. 

In typical weeks in these areas 
the ITA News was watched by 
1,276,000, and the BBC News by 
549,000; the ITV show “This 
Week” by 1,405,000, and BBC 
“Panorama” by 1,123,000. 


®@ Continued from page 6 
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‘CAN WE BEAT INFLATION?’ CONFERENCE 
1,200 salesmen hear warning from Lord Woolton 


up by only one per cent—as was 
the case last year.” 


Pointing out that our produc- 
tion costs had risen much faster 
than those of America, whilst in 
Germany costs of production had 
not risen at all, Lord Woolton 
said: 

“What does this mean to us? 
It means that we are rapidly 
arriving at the position in which, 
in spite of the skilful craftsman- 
ship and management of our in- 
dustries—and particularly of our 
engineering trades—we may find 
ourselves being priced out of our 
overseas markets. There is the 
danger, and that is the warning 
these figures give .us. It’s a 
domestic and a personal warning: 
it’s something that we can largely 
control ourselves if we have the 
will to do it. And there are 
ample grounds for confidence 
that, with the will, we can 
succeed.” 

If our costs of production, and 
of selling abroad, rose above 
those of countries that could 
equal us in quality, in design, and 
in dates of delivery, we should 
lose markets that were essential 
to the maintenance of full em- 
ployment in this country, and the 
passage from full employment to 


under-employment might indeed 
be very rapid. 

How many men engaged in the 
motor trade a year ago foresaw 
that, within 12 months, they 
might be working four days a 
week? It ought to be a warning 
to the rest of us and a stimulus 
for remedial action. 

Now is the time for the sales 
side of businesses to restore their 
position as a strong balancing 


Conference quote 

“We are now, for the first time 
in our industrial history, really 
having to face true world com- 
petition. Gone are the days of 
Empire preference, going are the 
British merchant houses which 
ruled supreme, and gone are 
many of the British capital enter- 
prises which ‘bought British’ 
whatever the territory of their 
domicile.”—Montague Prichard, 
deputy managing director, F. 
Perkins, Ltd. 


force with the production sides, 
said Hugh Weeks, deputy chair- 
man of the Trussed Concrete 
Steel Co., Ltd. 

Since the end of the war, he 
thought, the position of the sales 
director and the sales manager in 
the decisions governing business 


policy had been weakened by the 
fact that the main problems of 
most businesses had been to get 
delivery of materials, to recruit 
labour, and to increase output. 

For too long the job of too 
many sales managers had been to 
see that customers got their allo- 
cation and to pass on complaints 
to the factory. This was not a 
climate that encouraged the 
growth and use of new techniques 
in selling and marketing. 

But on the production side 
there had been a period of great 
change, both in manufacturing 
methods and managerial skill. 
What developments had there 
been in the field of selling com- 
parable to work study, the use of 
synthetics, automation, electronic 
computors and atomic energy in 
the field of production? 

If the sales and production 
sides of a business were strong 
balanced forces, a similar strength 
developed: a weakness in either 
weakened the whole business. 

In reply to a questioner, Mr. 
Weeks mentioned self-service 
stores as an example of the way 
in which mechanisation of distri- 
bution could keep pace with 
mechanisation of production. 

George La Niece, chairman of 
ISMA, presided. 


OXO BOOK FIRST A.T.V. “COLOUR” 


A.T.V. (by arrangement with Television Facilities Limited) 
announce that following the successful experiment in the 

transmission of “‘ subjective colour ”’, the first of a series of 
“ Colour ” Commercials, booked by Oxo Limited, is scheduled to 
appear this Saturday at approximately 9.12 p.m. 


If you are interested in“ colour’’, write or telephone to : 
Associated Tele Vision Limited, 
Television House, Kingsway, W’.C. 2. 
CH Ancery 4488. 


For particulars of production costs for films made by the 
new patented “‘ Colour ” Commercial process, write to 
Television Facilities Limited, 48a Charlbert Street, London, N.W.8. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPULNTMENTS VACANT, 4s, per line, 45s. per display 
Sa WANTED, 3s. 6d. per » 40s. per display panel inch. pone po a | 
| elassific 4s. 6d. per lime, 50s. per P display pane! isch. Minimum, 5 lines. Box 
No. aaa, | one lime plus Is. covering - ete. Series rates on application : all 
| advertisements ander seven insertions MUS BE hig Address “Advertiser's 
| Weekly." 188, Fleet tandon. €.C WaATerion 3388 (Fx. 25) 
ambitious, know your job and get 


| APPOINTMENTS VACANT ; 
on with people, the position could 


be yours. This is a responsible, ’ 
well-paid position offering a good 


future and you are invited to Very able 


write in the first place to : 
R. Holmwood 
Ripley, Preston & Co. Ltd., PRODU CTION | 
Ludgate House, 
107/111, Fleet Street, 
MAN © 
} 
| 
| 
required | 
perience in engineering (preferably q 
on sales side), sound knowledge of | 
publicity production processes, and | 
ability to comprehend requirements 
and obtain accurate data, are essen- 
tials, Salary £1,000 per annum up- 


wards, with good prospects. 
Box 4695 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ARTISTS ASCENDING 


Designers who are still rising and are 
anxious to arrive will find the right 
atmosphere in our creative studios. 

They must have already risen quite a 
long way and have had agency ex- 
perience of press pa ae 

We are also seeking FINISHED 
DRAWING ARTISTS who have had 
experience in black and white, colour 


and retouching. 
» good salaries and 
offered. 


APPOINTMENTS VACANT ff 


BIG OPPORTUNITY 


Ripley, Preston require another 
Account Executive for their Shef- 
field Office. Providing you are 


to take charge, and handle all 
production requirements for 
group of accounts. Similar 
experience with a first-class 
agency essential. Ability and 
initiative will earn early 
promotion to Production 
Management of agency. 
Write, giving details of experi- 
ence, age and salary required 
to Production Director, 


TOWNEND-SMITH & HARDY LTD., 


incorporated Practitioners in Advertising 
15, Hanover Square, London, 


a happy team 
staff pension scheme 


ion, E.C.4, 1 & 2 Langham Place, London, W.1 


ENGINEER/ACCOUNT EXECUTIVE 
required for London (West End) ad- | 
vertising agency. Good mixer desir- | 
able, but first-class training and ex- 


MEDIA PLANNING DEPARTMENT. 
} Leading London Agency requires 
Assistant, preferably with previous 
experience of Media Estimating and 
Scheduling. Accuracy with detail and 
figures essential. Interesting position, 
working (under supervision) on major 
National Campaigns. (Own staff 
advised.) Please write, giving details 
of previous experience and salary re- 
quired, to 
Box 4650 Ad. Weekly 180 Fleet St BC4 


W.1. 


HARRIS, DOBBY & PARTNERS 


REQUIRED 


FASHION AND 
LETTERING ARTISTS 


EXCELLENT OPPORTUNITIES 
Apply : 
LUDLOW STUDIO. CITY 3942 


| CIRCULATION REPRESENTATIVE 
required for monthly trade paper ap- 
pealing to food retailers. State area 
covered and terms. Write, Box 
“Cc. D.”, c/o J. W. Vickers and Co., 
MY: » 7/8, Great Winchester Street, 
fot | 
ADVERTISEMENT REPRESENTA- 


ASSISTANT to the Editor/Manager of 
the Fish Friers’ Review wanted. The 
work covers every phase of produc- | 
tion of this well-established progres- 
sive monthly trade paper. Apply : 
Editor, Fish Friers’ Review, City 
Chambers, Infirmary Street, Leeds, 1. 


JUNIOR COPYWRITER with some ex- 


First-class RETOUCHING 
and 


LETTERING ARTISTS 
required. 
Good Salary for the right men. | 
Write, phone or call. 
44, Essex St., W.C.2. CEN. 5304. 


KEEN YOUNG MAN required to take 
charge of production in small London 
Agency Ample scope and excellent 
prospects. State age, experience and 
salary required 
Box 4588 Ad. Weekly 180 Fleet St BC4 


TIVE wanted for established monthly 
journal. Salary and commission. Ex- 
cellent opportunity for enterprising 
man. Full particulars of experience, 


to: 
Box 4687 Ad. Weekly 180 Fleet St BC4 


perience required by Publicity Depart- 
ment of a multiple firm, London, 
W.C.2 area. Details of experience, 
salary required, etc. If possible, en- 
close samples of work 

Box 4685 Ad. Weekly 180 Pieet St BC4 


TECHNICAL ARTIST 


required with 
ability to produce layout for Adver- 
tising 
wanted. 
operating. Wr 

Box 4600 Ad. Weekly 180 Fleet St BC4 


Also a first-class Retoucher 
—. sans pension schemes 


Assistant 
Production 


Copywriter 


Manager 


This is one of the fastest-expanding Agencies in 
London and it urgently needs a first-class produc- 
tion man. He should be between 25-30—his 
ambition matched by his sense of responsibility and 
technical background. He will have every chance 
of becoming a Group Production Manager within 
a year. Meanwhile he will get a good salary, 
luncheon vouchers, ‘and an office conveniently 
placed ten paces from Marble Arch tube station. 


The man we want is still a middleweight, with 
three or four years’ experience behind him and a 
big future in front of him. The job is not a senior 
one yet, but in an old-established and progressive 
West End Agency like ours there are opportunities 
galore— and some very interesting National 
accounts to handle. 

Write, giving ail the details, please, to 


Copy Chief, Box 4692 
Advertiser’s Weekly 
180 Fleet Street London EC4 


Full details in writing, please, to : 
L. P. LUCKETT, 
HEDLEY, BYRNE & CO. LTD., 
140 PARK LANE, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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LTD 


London Typographical Designers Limited 


require 


Two typographers 


experienced practical men 


Studio - Production 
assistant 


opportunity for young person 
to learn, or might suit retired man 
seeking interesting work in 


congenial company 


Clerical assistant 


for Accounts Department 


and for copy-typing 


Please write 


to Mr. Beric Young 
90 Ebury Street, London, SWI 


LTD 


London Typographical Designers Limited 


YOUNG LADY 


with some knowledge of mechanical 
production and copy routine required 
by expanding advertising agency in 
South Kensington. Excellent oppor- 
tunity for a keen and willing worker. 


Box 4689 
Advertiser's Weekly 180 Fleet St EC4 


SALES EXECUTIVE. A 


young man 
of considerable drive and initiative 
is required to promote the sales of 
popular music records produced by a 
major recording company with studios 
in London. Candidates with a first- 
class sales background should possess 
an extensive knowledge of modern, 
popular music and show ability to 
organise and lead an expanding team 
in a highly competitive field The 
salary offered is related to age and 
experience, with bonus and pension 
benefits Replies in confidence 
should be addressed, quoting Refer- 
ence B/885, to 

Box 4622 Ad, Weekly 180 Fleet St EC4 


MARLER HALEY STUDIOS 
LIMITED have a vacancy for a 


DESIGNER 


experienced in the production of three- 
dimensional display and point-of-sale 
units. Apply in writing to 1, North 
Road, » 9. 


Octorer 12, 1956 


CLASSIFIED ADVERTISEMENTS 


RETOUCHING ARTIST required 
immediately for Technical Publicity. 
Write or ‘phone for appointment to 
Staff Officer, British Insulated 
Callender’s Cables Limited, 21 
Bloomsbury Street, London, W.C.1 
MUSeum 1600. 


IDEAS MAN 


with good visualising and copy- 
writing experience required to 
join West End agency handling 
only pharmaceutical advertising. 
Good salary and prospects to 
right man. Write stating age, 
details of experience and salary 
required to 


Box 4703 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN OR WOMAN, with 
knowledge of lay-out copy and pro- 
duction required Departmental store 
experience an advantage, but not 
essential 


An opportunity to enter 
fully into the sales promotion activi- 
ties of a Departmental Store and a 
multiple group. Apply M. D. Blun- 
dell Bros. (Luton), Ltd., 10, Cheap- 


side, Luton. 


T. G. SCOTT AND SON LTD 


requires a 


Finished Layout Artist 


. who wants to develop beyond technical 
proficiency towards full stature as a designer. 
Quick, competent and vivid presentation of client's 
rough is required plus a sound grasp of lettering. 


Please write stating experience, age and salary, 


or telephone for an appointment, 


Mr. R. Drake, 


Crown House, 143/147, Regent Street, London W1 


Telephone : REGent 3891 


ADVERTISING MANAGER, aged 30- 


35, required by Leading South African 
Industrial Concern. Experience of 
Technical Advertising and Mail Order 
essential. Write, stating full particu- 
lars, experience, present salary, etc., 
to Box 9110, Frost-Smith Advertising. 
64, Finsbury Pavement, London, 
B.C.2. 


ARTIST-RETOUCHER 


required who is used to good finished 
work on national accounts and would 
like to do such work in congenial 
surroundings. Write or ‘phone : 


Walley Studios Ltd., 145, Oxford 
treet, W.1. Ger. 5508. 


ASSISTANT (for 


required by 


Liverpool company 
Sales and Advertising 
Manager Experience of traveller 
liason and sales administration with 
knowledge of or experience in the 
layout and production of printed 
matter essential Permanent and 
pensionable post for right applicant. 
State age, education, full details of 
experience and salary expected, to 

Box 4688 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


COPY /LAYOUT 
London Agency. 
a man who has 
Visualiser or Copywriter, but one 
who can create layouts and write the 
copy for press ads., leaflets, folders, 
etc. Write full details, age, salary, to 
Box 4662 Ad. Weekly 180 Fleet St EC4 


MAN by 


small 
We do not require 
specialised as a 


COLOUR RETOUCHER 


Opportunity for retoucher, 
capable of colour and mono 
work to high standard in 
congenial atmosphere. 


LETTERING ARTIST 


Young man required who has 
some experience but wants 
opportunity to improve. 
Please write or phone : 
LENNART ADVERTISING LTD. 
4/5, William IV Street, W.C.2 
Telephone : TEMple Bar 1744 


FREE LANCE ENQUIRIES INVITED. 
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CLASSIFIED ADVERTISEMENTS. 


LADY COMMERCIAL ARTIST re- 
quired to prepare layouts for adver- SENIOR TYPOGRAPHER 
tusements, leaflets, etc., in connection and 
with a group of engineering com- 
panies. Generous salary. Please state JUNIOR TYPOGRAPHER 
age and give fullest details of experi- a ee rm seduihen 

e r ur i] ative up, vw 
poe Murad Developments, Ltd., te we od industrial woe tg Post have at 
ylesoury. least four years’ agency experience, good 
design sense, with the ability to produce 
Mansfi: 


finie shed layouts. Telephone : 8B. eld C 
0900—for interview. rac 
One of the best AN UPPORTUNITY is open for an 
experienced, all-round Studio Artist, 


as Assistant to Art Director of a 
SENIOR leading greeting card publishers om a 
Must be a first-class lettering artist 
and have knowledge of the applica- 
COPYWRITERS tion of colour work and lay-outs to 
Lithographic and Letterpress pro- 
on industrial accounts cesses Salary in accordance with 


qualifications. Write, in the first 
instance, giving age and full detdils 
is offered well-paid and excellent career of experience, to 
with one of London's best technical Box 4639 Ad. Weekly 180 Fleet St EC4 
agencies. Write fully to 


FIRST CLASS If ch aie 
ou're right up top wi our nts 
Box 4710 RETOUCHERS y ght up top y 


Advertiser's Weekly 180 Fleet St EC4 Crete tae antl. been Gland we'd like to see you. Experience on 
part time freelance services required. National consumer accounts is essential 
"Penants ARTISTS WANTED. Box 4701 
leasant studios o Baker Street icer’ 
Please telephene fer apeciotment Advertiser's Weekly 180 Fleet St EC4 


PAD 9321. John Camp Studios 


TECHNICAL ILLUSTRATORS Vv til 
& WRITERS solace aa 


a 
who seek interesting, well-paid work of a high Artist 


professional standard in connection with precision 
electro-mechanical instruments for ships and air- 


craft are invited to write in absolute confidence to Wa nted 
the 


Personnel Manager, 
SPERRY GYROSCOPE CO. LTD., Still life and Figure in Colour and Black 
Gt. West Rd., Brentford, Middx. and White. You'll have a chance to 
work on a wider variety of work than 
you ever dreamed of. It’s usually at 

top speed and we hope you like 


TECHNICAL ILLUSTRATOR required | LEADING MANCHESTER AGENCY working that way. 
by firm in S.E. London. Experienced requires versatile artist, Must have 
in all branches and able to take re- agency experience. Write fullest 
sponsibility. Write, giving full par- personal details, salary required, to 
ticulars and salary required Box 4667 Ad. Weekly 180 Fleet St EC4 


Box 4684 Ad. Weekly 180 Fleet St BC4 


RETOUCHING AND LETTERING — 
ARTISTS required by London Studio SPACE BUYER NEEDS ASSISTANT 
Salary range £12-£14 per week. Hours A vacancy with opportunities for an 
9 a.m.-5.30 p.m. Our staff know of agency-trained junior (age 20/25) al- 
this advertisement Please write, ready possessing some knowledge of 
stating age and experience, to media planning and/or space buying. 
Box 4693 Ad. Weekly 180 Fleet St BC4 Write or call : 
s + . . . 
asses _—,*< oar. LTD., Write or telephone Miss Fiona Holmes for an appointment. 
Required | 130, Fleet Street, hn E.C.4. 
PRODUCTION ASSISTANT required 
(1) a good general for busy London Agency (West End). McCann-Erickson Advertising Ltd., 
artist Young lady who can also type and | 
who has had experience in handling 
Experienced man with high standard of press schedules would be considered. Brettenham House, Lancaster Place, London, W.C.2. 
finished work. 9-5.30 p.m. No Saturdays 
Box 4683 Ad. Weekly 180 Fleet St EC4 
(2) a retouching Temple Bar 6600 
. | 
artist ARTIST 
Capable young man with sound experi- First Class Man required for West 
ence of general retouching. End Studio. Ideal conditions and 
Write or ‘phone : top salary offered. Write 
BATESON & STOTT, 633 
45 St. Paul’s Churchyard, E.C.4. F Bex 4 
CENtral 2664. Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 


opportunity 
knocks 


For TWO Lettering 
Artists 


APPOINTMENTS VACANT 


EXHIBITIONS AND DISPLAY 


A young man, with some previous experience of exhibitions, 
display, and preferably packaging too, is required to supervise 
these expanding activities in a company making synthetic resin 
adhesives for many industries. Duties will involve commissioning 
designs, supervising their execution, and also liaison with tech- 
nical staff and customers ; for this purpose previous service with 
a chemical or engineering organisation would prove helpful. 


CREATIVE 
LAYOUT 
ARTIST 


A wonderful opportunity arises 
for a genuinely creative and 
versatile layout artist. 

The young man or woman who 
now seeks more scope after at 
least three years’ Agency ex- 
perience will find that this is 


The appointment calls for energy, good taste and a sense of 
responsibility ; it is permanent, pensionable and offers attractive 
opportunities. Please write giving fullest possible details of age, 
previous experience and present salary to : 


The Secretary, Aero Research Ltd., Duxford, Cambridge 


** just the job”’ ! 

We shall, of course, regard as 
essential a proven ability to 
produce slick pencil layouts and 
an instinctive feeling for design 
and colour. 


If a change of job 
at a good salary 


° interests you 


Ring Details, please, to The Studio 
YOUNG MAN, interested in advertising TECHNICAL ARTIST (illustrator), Manager, Stephens Adver- 
JOHN CARRODUS as a career, wanted to assist in dis- current experience laying out and exe- tisin Service Py 
play work and packaging with West cuting first-class perspective Instruc- g s 1 
GERRARD 7335 End company Write, stating age tion Book drawings (mechanical sub- Clar “a 2, 
and salary required, to | jects) from blueprints. Salary £832 Clifford Street, daly Bead 
Box 4704 Ad. Weekly 180 Fleet St EC4 per annum upwards, and good pros- | Street, W.!. 


TYPOGRAPHER required (male). Must pects for right man. Central London 
have agency experience, a good sense area 


of design and capable of preparing Box 4694 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE REPRE- ARTIST DESIGNER wanted for ad- 


SENTATIVE required by London adaptations under his own initiative. | A NEWLY FORMED Publishing Com- vertising concern in North West Eng- 
Publishers of established group of Write, or ‘phone, to Studio Manager, | Pany require an experienced Advertise- land Ability to produce roughs and 
trade journals. Top level trade press Smee’s Advertising Limited, 3-5, | ment Sales Manager, capable of re- finished drawings, etc., for press ads., 
selling experience essential. Write, in Duke Street, Manchester Square, cruiting, organising and controlling literature and packaging. Agency 
full detail, t London, W.1. Tel: WELbeck 0774. | the staff and activities of a depart- experienced —_ preferred Congenial 


° 
Box 4691 Ad. Weekly 180 Fleet St EC4 
ASSISTANT ADVERTISEMENT 
MANAGER wanted for yachting and 
power boat magazine in London. Keen 
and enthusiastic young man under 
0; good **sales”’ personality, 
accuracy and attention to detail essen- 
tial. Progressive position and splen- 
did opportunity in young organisation 


ment of which he would be in sole working conditions, pension scheme, 
charge. Minimum salary £1,250 plus etc. Write, ~— gps =a of age, 
commission and expenses. Full details experience and salary required, to 

background and experience in Box 4681 Ad. Weekly 180 Fleet St EC4 
prospects are good for a man with strict confidence, to 


4 A NATIONAL DAILY NEWSPAPER 
experience and a sound knowledge of Box 4682 Ad. Weekly 180 Fleet St EC4 has a vacancy for a classified adver- 
advertising. Write, in first instance, WILSON ADVERTISING require an tisements Representative. Applications 
giving brief but complete details in- experienced space buyer for 


1 their are invited from men between the 
cluding age and salary requirements London office. Salary commensurate ages of 25 and W 


COPYWRITER with a _ few 
agency experience, to work on an 
interesting, varied selection of 
national and technical accounts, The of 


years’ 


- a - ‘ Experience pre- 
for the right man. Full details of to: Copy Chief, Smee’s Advertising with ability Write or telephone for ferred but not essential. Write, with 
age, experience and salary required, to Limited, 3-5, Duke Street, Manches- an appointment. 17, Stratton Street, full details, to 
Box 4686 Ad. Weekly 180 Fleet St EC4 | ter Square, London, W.1. W.1. GRO 6101 


Box 4707 Ad. Weekly 180 Fleet St BC4 


BRILLIANT 


CREATIVE LAYOUT MAN 


| THE BUILDER LIMITED 
| GENERAL MANAGER 


Tomorrow, this man will be one of London’s top visualizers— 
and we shall be paying him one of London’s top salaries. 


Today, though probably around the thirty mark, he is 
already well in advance of his contemporaries, and is produc- 
ing brilliant work for an agency where nothing but the best 
is acceptable. He is particularly versatile and broad in his 
outlook, and he brings sparkle and originality to everything 
he handles. 


| THE BUILDER, the leading weekly news- 
} 
} 

He enriches impact with good taste, tempers tradition with | 


paper for the building industry, is to appoint 
a General Manager. 

He will be responsible for all matters con- 
cerning production (other than Editorial), 
control and engagement of staff, negotiating 
with suppliers and printers and, in conjunc- 
tion with the Advertisement Manager, for 
advertisement revenue. 

Age should be between 35 and 45. ti 


Salary according to qualifications. 


vision—and radiates his enthusiasm and ability to others. 
His standards of personal craftsmanship and presentation 
are as high as his ambitions. 


We are expanding rapidly now, and a wealth of 
varied and interesting work awaits the right man. 
If you can fill our tall order exactly, then we can 
offer you pleasant working conditions, unlimited 
scope and every encouragement to earn a really 
worthwhile salary. 

Please write, in the first instance, giving details of 
your experience, age, and income bracket. Do not 
send specimens at this stage, but list accounts on 
which you have worked recently, and for which 
specimens can be shown at a subsequent interview. 
Your letter will be treated in the strictest confidence 
by the Managing Director, 


TOWNEND-SMITH & HARDY LTD., 


Incorporated Practitioners in Advertising 
15, Hanover Square, London, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) | 


Applications in writing to :-— 
The Secretary, g 
The Builder Ltd., 
238-243 Temple Chambers, 
Temple Avenue, London, E.C.4 
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APPOINTMENTS VACANT 


STEPHENS 


WANT NOW: 


JUNIOR 
COPYWRITERS 


One (male) with some experi- 
ence, preferably, of technical 
advertising and two (male or 
female) with Agency experi- 
ence for general accounts. 


PRODUCTION 
ASSISTANTS 


Young men or women with 
experience of ordering blocks 
and print. 


Full details, in writing, please, of 
qualifications, experience, age 
and salary required to : 


The Creative Director: 
STEPHENS 
ADVERTISING SERVICE 
LIMITED, 

11-12, Clifford Street, 
New Bond Street, 
W.! 


IF you have the experience and practical 
knowledge of selling, or the creative 
ability to make your services worth 
£2,000 /£3,000 a year to a well known 


London Advertising Agency, write, 
Box 4706 Ad. Weekly 180 Fleet St EC4 
ZEC LIMITED, 128, Baker Street. 


1. require an experienced Male 
lettering artist. Pleasant working con- 
ditions and good salary to the right 
man. Apply for appointment, by 
letter or telephone, WELbeck 1876. 


EXHIBITION 
AND DISPLAY 


DEXION LIMITED seek a man 
aged 24-35 to fill an important 
post connected with the adminis- 
tration and organisation of public 
exhibitions throughout Great 
Britain. Imagination, a flair for 
design, and an aptitude for de- 
tailed planning are essential 
qualifications. The post involves 
a certain amount of travel and 
much hard work, but it offers 
excellent prospects in a company 
which is expanding its exhibition 
and display activities. There is 
an excellent starting salary and 
attractive sickness benefit and 
pension schemes. 

Candidates should send full 
details of age, education and 
experience to Personnel Dept. (E), 
DEXION LTD., 65, Maygrove 

, London, N.W.6. 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
f__APPOINTHENTS VACANT 


Vacancy for 
SENIOR ADVERTISEMENT 
REPRESENTATIVE 


Leading export trade journal, with 
a big future, offers a post with 
considerable prospects to a Senior 
Advertisement Representative 
who is looking for an opportunity 
to get to the top, and who really 
knows how to sell space. 

He — know how to contact 
U.K. orters of industrial 
goods onl be capable of sustain- 
ing a steady monthly turnover. 

Applications will be treated in 
strictest confidence and should 
give details of career and present 
salary. 


Box 4711 
Advertiser's Weekly 180 Fleet St C4 


MULLARD LIMITED have an inter- 
esting vacancy in their Publicity Divi- 
sion for a young man with a know- 
ledge of electronics and an ability to 
express himself in writing. This is an 
opportunity for a person who wishes 
to enter the field of technical publi- 
city which includes the preparation 
of advertisements, litefature and ex- 
hibitions. The post is permanent and 
pensionable, with salary according to 
qualifications and experience. Please 
reply fully, under reference number 
889Y, to Employment Officer, Century 
House, Shaftesbury Avenue, W.C.2 


SITUATIONS VACANT 


The following Situations ore now open 
in really good London Advertising Agencies. 


ARTISTS for Layouts (clients’ standard) 
and Finished rawings £10 to €15. 
VISUALISERS. Senior & middle weight. 
Salary according to experience £10 to £30. 
ACCOUNT EXECUTIVES for Lon- 
don Studios. Should have good Con- 
tacts and a general knowledge of Studio 
work. Salary to be discussed. 
TYPOGRAPHERS thoroughly experi- 
enced in Agency or Publishers’ work 
€12 co £16. 
TYPOGRAPHERS with one or two 
years’ Agency background £8 to £10. 
PRODUCTION MEN (Senior) able 
to take full control of Group of Accounts 
£12.10.0. to €18.0.0. 
PRODUCTION MEN (National service 
completed) one or two years’ experience 
to 
COPYWRITERS— all classes. General, 
onsumer atoms. Technical or 
Medical. £8 to £30 
VOUCHER CLERKS and COPY 
DETAIL—Male or Female £7 to £10. 
sages antes SUORTHANS 
‘YPISTS with knowledge of Agency 
p Rae £7.10.0, to eTiso8 
SHORTHAND TYPISTS with 
Agency Experience £7.0.0. to 1810.0. 
SHORTHAND TYPISTS with liking 
an for Schedules etc. £7.0.0. to 


COPY TYPISTS must be neat & accurate 
€7.0.0. to £8.0.0. 


LEDGER & INVOICE CLERKS £7.0.0. 
up according to experience. 


eT Swers & TELEPHON- 
ISTS €7.0.0. up. 


No Fees to Pay 


Write, phone or coll—any day from 
9.30 to 2 p.m. 


STAFFS ORGANISATION 


lll High Holborn, W.C.2 
(near the Holborn Tube) 
CHANCERY 2550 


Phone your classifieds 


INTERESTING 
TELEVISION 
aged 19/21, 


OPPORTUNITY IN 
for a female clerk, 
to work in Research De- 
partment. Must have a flair for 
attractive presentation of accurate 
charts and graphs and some ability at 
lettering desirable. Salary commensur- 


ate with ability. Write, giving details of 


Past experience, to: Research Manager, 
Associated TeleVision, Lid.. Televi- 
sion House, Kingsway, W.C.2. 


ADVERTISER'S WEEKLY 


WELL-ESTABLISHED 
zine (mainly U.S.A.) have executive 
opening for experienced advertising 
man in the promotional field Pro- 
duction background an advantage 
Minimum investment £3,000 Salary 
and profits share Principals only, 
write 
Box 4699 Ad. Weekly 


Export Maga- 


| 


180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality k-and-White and 


RETOUCHER 


required for Studio in London for 
Black and White and some Colour 
Work. Competent handling of Airbrush 
essential. Full particulars to Art 


Director, 
Box 4632 
Advertiser's Weekly 180 Fleet St EC4 


Colour photo litho. 
GOTHIC PRESS LIMITED 
Buston 5645. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


| EXPECTANT MOTHERS. Wecek-by- 
week selective mailing list can be 
made available to two high-class ad- 
vertisers only Details 
Box 4696 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED @ 


TRADE JOURNAL PUBLISHERS seck 
to acquire new monthly trade journals, 
preferably — aa of Key Man 
Details please 


ERE are some small and 
medium-sized Agencies with a 
slight but continuous Headache. 
Plenty of business and interesting 
new accounts coming in, but 
there's always that feeling (Latin 
now: post equiem sedet atra 
cura) of needing another vis-copy 
man. The commission, though, 
may not stand it. Well, gentle- 
men, the remedy is sure and at 
hand: buy your ‘ copy "—some of 
it—as you want it—like a pint of 
milk: sometimes better than 
buying a cow. Pure English if you 
so desire, also a fountain of con- 
trolled Whimsy when considered 
by all parties to be appropriate. 
Vive le libreplume. 


Box 4597 
Advertiser's Weekly 180 Fieet St EC4 


Box 4705 Ad. Weekly 180 Fleet St BC4 


MARKET RESEARCH 


Field work, tabulation and of 
all kinds undertaken —e 
Consumer Research Ltd., 
54, Great Mariborough Street, 


London, W.!. 
GERRARD 0068 


WE WOULD BE GLAD to handle for 
any principal or agency, public and 
press relations work, Photographs. 
brochures and house magazines, in the 
Midlands Quality work and first- 
class service guaranteed. Midland 
Public Relations, Omnibus Buildings. 
oa Street, Derby. Tel.: Derby 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give prompt attention to your require- 
Foil blocked. embossed, screened 
letterpressed cover matter, or 
customer's printed materials made up. 


LAWES LOOSE LEAF Co. 


PROCESS ENGRAVING AND PRINT- 
ING, Over twenty years’ experience 
in production and organising. At 
present holding executive position. 
Would be interested in Representing 
Process, etc., or as Technical Adviser 
in Agency 
Box 4700 Ad. Weekly 180 Fleet St BC4 


TECHNICAL ILLUSTRATOR. Quali- 
fied engineer specialising in clear 
accurate exploded drawings for Spare 
Parts and Instruction Books desires 


further commissions or staff appoint- 
ment 
Box 4698 Ad. Weekly 180 Fleet St BC4 


TECHNICAL or Industrial Publicity 
Manager, with works and agency 
background. Agency appointment 
might suit Experienced all phases 


of home and overseas sales promo- 
tion. West London or Home 
Counties 

_ Box 4630 Ad. Weekly 180 Fleet St EC4 


“ HAND-PICKED " SECRET. 
available.—The W Agency, 67 
Wigmore St.. W.1. HUNter 995i /2/3. 

AMERICAN WOMAN, %, 6 years’ ex- 
perience, Madison \ seeks 
junior executive positi 
Box 4708 Ad. Weekly 180 Fleet St BC4 


KEEN YOUNG MAN (24) seeks job 
in advertising department or 
. a years’ experience in Sales Promo- 


Box 4709 Ad. Weekly 180 Fleet St EC4 
SPACE SALESMAN. P.R.O. to famous 
orchestra seeks representation. Com- 
bine with present calls on wide variety 
important industrialist executive 
London area. Suggestions from good 
class journal or Trade Press welcomed. 
Box 4676 Ad. Weekly 180 Fleet St BC4 


44/45 Regent Street, Brighton, Sussex. 
Tel. : 24521. 


FREE LANCE SERVICES 


EXPERIENCED FREE LANCE seeks 
working arrangement with Agency or 


Studio 
j Box 4397 Ad. Weekly 180 Fleet St BC4 
FREELANCE ARTISTS. Manchester 


Agency would like to contact a num- 
ber of capable free lance artists resi- 
dent in the Manchester district. 

| Box 4690 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


ACCOMMODATION available for first- 
class 


House. Attra Proposition 
Box 4591 Ad. Weeki 180 Fleet St EC4 


MISCELLANEOUS 


DEBTS COLLECTED, 

ae Britain. No commission 
results. Brilegal (established 

1919), 80 Leeds Road, Bradford, | 


cy 
mr 
r 


London and 


3D QUALITY with Spectral Lighting is 
something quite — Advertising 
agents are invited to see specimens of 
this new film still technique. 
Gotlop Photographs, Lid.. 24, Ken- 
WE 


sington Church Street, W.8. 
4130. 


YORKSHIRE ADVERTISING Agency 


requires Filect Street address. No 
Service required. 
Box 4697 Ad. Weckly 180 Fleet St BC4 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Ocroper 12, 1956 


U 


PRINTERS 


/ 


transform 


paper and 


ink into 
real 
selling 


literature. 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-C-4 
City 6480 


Printed by St. Clements Press Limited, Portugal Street, Street, Kingsway, 
Advertisement, Editorial and Sales office: Mercury House, 


TT 


PROSPEROUS. 


LONDON. C.P.R. CRANE. 44 FLEET ST. E.C.4. TEL. FLEET ST., 6820 


— STOP PRESS — 


Hulton Press will move in on Monday 


On Monday Hulton Press Ltd. 
will move into Hulton House, its 
eS offices at 161-166 Fleet Street, 

The change of the day of sale of 
“Picture Post” to Friday has been 
effected “smoothly and with the 
minimum of disruption,” said R. 
Boyd, Hulton circulation manager, 
this week. 


Billy Butlin has booked time 
amounting to £75,000 with all four 
commercial TV contractors, between 
next Tuesday and the end of May. 
His spots will be mostly in maga- 
zines and children’s programmes. 
Agents for Butlin’s Ltd. are C. J. 
Lytle Advertising Ltd. 


Statement circulated by Pamphlet 
Press, new firm formed by Sun 
| Newspapers Ltd. (managing director 
James Eilbeck), says once-yearly, 
3-colour tabloid “Christmas Times” 
will be on sale November 1. 
National ads claimed. “Easter 


; 
33 
2°: 
\ 


A 30-second some TV film 
was shown to a private audience 
on Wednesday. The film, which 
will be shown on the commercial 

channels on Tuesday, is to launch 
a new throat sweet called Tunes. 
| Made by Mars Ltd., of Slough, 


Tunes are cherry flavoured and 
retail at 6d. per packet. 

George Plante, creative director of 
Young & Rubicam Ltd. Mars 


—_ stated that the product and 


copy policy were 


sweets that do your throat good.” 
The film production company was 
RFT Ltd. 


In a statement released in Sweden, 
Torsten Kreuger has revealed that 
he is negotiating the a~ of Seseke 
holms-Tidningen” and “Afton- 


been concluded, it seems almost cer- 
tain that the two papers will change 
hands. Both papers have circula- 
tions as about ¥2 and are 
among the aa in the country. 


Richard Haworth appeared in the 
iMustration in a “Times” advertise- 
ment on Wednesday for Rodex 
coats, of which he is on the selling 
staff. He is the son of J. Harrison 
Haworth, a director of Business 
Publications Ltd. 


London telephone number of the 
“Express & Star,” Wolverhampton, 
is FLEet Street 6820, not 9580, as 
i in an advertisement on page 


London, W.C.2, for the proprietors Saas Publications Limited, 
registered offices: 180 Fleet Street, London, EC. 4, Eng land (Waterloo 3388 


109-119 Waterloo Road, London, SEA (Waterloo 3388). 
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Audit Bureau of 
Circulations 
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MANY 


HAPPY 


RETURNS 


This Supplement is published by 


**Advertiser’s Weekly”’ as 
a tribute to the Audit 
Bureau of Circulations— 
with congratulations to 

the A BC on its 
twenty-fifth birthday and 
with the sincere wish that it 
will prosper and extend its 


influence in the years ahead 
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CABINET MAKER 
HARDWARE TRADE JOURNAL 
ELECTRICAL JOURNAL 
GAS WORLD 
COMMERCIAL GROWER 
CHEMICAL AGE 
TIMBER TRADES JOURNAL 
NURSERY WORLD 
(for the Modern Mother and Nannie) 
LEATHER TRADES’ REVIEW 
BRITISH TRADE JOURNAL 
AND EXPORT WORLD 
INDUSTRIA BRITANICA 
(Spanish and Portuguese Editions) 
FIRE PROTECTION REVIEW 
ICE CREAM INDUSTRY 
INDENT GAZETTE 


Most of these Journals publish Year Books 
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BENN BROTHERS LTD. 


BOUVERIE HOUSE - 154 - FLEET STREET - LONDON - E:C-4 
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Our latest Audit (yesterday morning) shows that the ABC figure is 


CONGRATULATIONS, ABC! 
The ABC's latest Annual Audit (1955) shows that our figures are— 


Enquiries for space to: TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS, 3 MARYLEBONE HIGH STREET, LONDON, W.1 
cRC MI 
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Dateling larch l4t 19290 
A NATIONAL 
NET SALES. A.B + C . 


REFORM LONG 


eee —the lead came 


—_—— 


ACTION. URGED. fi rom t he 


FULL SUPPORT BY THE * 
* DAILY EXPRESS.” W O R I D S 


HE “Daily Express" be- 
elieves that the present 
system of publishing net sales 
certificates is thoroughly un- 
Satisfactory In the in- 


terests of the public, the adver- 
tisers and the newspapers 
themselves, the “Daily Ex- 


press" urges that: 


A National Audit Bureau of 
Net Sales should be immedi- 
ately established. This bureau, 
in ndent of an . 
7 i a, one ae The Daily Express was the first newspaper 
empowered to issue a certificate, 
together with any analysis of the : ; ' : 
circulation which is thought to campaign for an independent audit of 
advisable or necessary. 


The necessity for the formation 


tn geo ogg i newspaper sales — and the first national 


paper sales becomes more apparent 
and more imperative every day Its 
services are needed as much by 


ic ce is ee te ee newspaper member of the Audit Bureau of Circula- 


CONFUSING ANOMALIES. 

It would be in a position to clear . 
away existing circulation anomalies le 1 « ‘ 
SS ee tions. The A.B.C. was incorporated in October 1931 
able to avoid and which are confusing 
not only to the advertiser, but in- 
directly to the general public as well. - ° i. : * ° 

It is an extraordinary fact that no and now scrves Britain’s most influential publishers. 
recognised standard form of net sale 
certificate exists in Great Britain to- 
day, and without the establishment of 
a central bureau this unbusinesslike 
state of affairs must persist. 

The “Daily Express” in its recent 
successful campaign geainst multiple- 


entry coupon competitions showed how 
certain “met sale” certificates in- 
cluded vast numbers of a one issue of 
a newspaper  ¥ by a single in- 
dividual for the sole purpose of cutting 
out coupons Such a certificate was 


as the “ Daily Express” pointed out at 


the time. a mere travesty. Even now 
there are cases in which a modified 
form of the coupon competition is 
being employed to defeat the end of 
truth in net sales 

ANOTHER POINT. 


Again, the net sales of evening news- 
papers publishing special racing edi- 
tions provide another point. These 
early ec racing —- are 
scanty eets containing scarcely any 
general news and featuring no adver- Twenty-five years ago the first 
on oe - the —— i. A 
porated in the “certificate” which is 
placed before advertisers’ and readers. Daily Express A.B.C. figure was 
Actually these figures are valueless to 
the advertiser as they provide no clue 


as to the number of copies of the paper 
in which his announcement will 7 
appear. 5 5 


An authoritative national audit 
e of 


potnte to the satisfaction of the adver- 


tiser and the newspapers concerned. Today the figure is 


__ The Dally Express" urges the 
isation of such a body 


i gE See 4a , O 4 o ; 3 3 4a 


A.B.C. Figure for JAN—JUNE 1956 
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7 out of 10 


Seven out of every ten of the readers of the 
Investors’ Chronicle are directors or executives in 
industry, commerce or finance.® Nice proposition 


for advertisers at £100 a page 


INVESTORS’ CHRONICLE 


The only financial weekly with an A.B.C. sales figure 
certified at 26,779 Jjan.-jJune 1956 


* facts from an independent readership survey 
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Kemsley Newspapers have great pleasure in congratulating the 
Audit Bureau of Circulations on its 25th birthday. It is today 
a commonplace that part of the business of publishers is to 
supply the advertiser with the materials he needs to construct 
an efficient schedule. The foundation of this structure is the 
audited net sale, for which, happily, both advertiser and 
publisher are able to rely on ABC. Upon this the refinements of 
breakdowns of circulation, details of readership, area 
information, etc. are based. Kemsley Newspapers are proud to be 


members of ABC and to contribute towards its sum of knowledge. 


THE SUNDAY TIMES EVENING CHRONICLE MANcHuEsTER 


EMPIRE NEWS & Sunday Chronicle EVENING CHRONICLE neweastLe 


SUNDAY GR: - 
SUNDAY GRAPHIC THE STAR sHEFFIELD 
THE SUNDAY SUN NEWCASTLE 
SOUTH WALES ECHO Ccarptrr 
WESTERN MAIL wa tes 
; EVENING GAZETTE MIppDLEsBROUGH 
NEWCASTLE JOURNAL 


NORTHERN, DAILY TELEGRAPH 


BLACKBURN 
. 


SHEFFIELD TELEGRAPH 


* * * * KKK KK K KK OK OK OK OK 


THE PRESS AND JOURNAL aBerDEEN EVENING EXPRESS ABERDEEN 


LANCASHIRE & CHESHIRE WEEKLY NEWSPAPERS © 
CARDIFF & SOUTH.WALES TIMES - WEEKLY JOURNAL aBerDEEN 


KEMSLEY NEWSPAPERS LTD 
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facts 


In December last, the News Chronicle absorbed the 
Manchester Daily Dispatch. The result was an immediate 
increase in sale of over two hundred thousand, and in January 
the average daily net sale was 1.434.245. 
Since then, sales have increased steadily and the average daily net sale of 
s 
the News Chronicle for the period January to June was 1.441.438. This figure 
was certified by the Audit Bureau of Circulations and was 
an increase of 188,660 over the same period last year. It was, in fact. 


the greatest sales increase amongst all national dailies. 
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@ HORLEY © TUNBRIDGE WELLS 
« fa) <_ = a 
ae. , ux? We batTite * HASTIN 
5s, @ CRAWLEY CROWBOR « @HEATHFIELO BEXHILL © 
¢ . 


@ EAST GRINSTEAD . ee EASTBOURN 
* UCKFIELD « \ \We. < 
@ HAYWARDS HEATH % SEAFORD NEWHAVEM, 


S 9 LEWES « BRIGHTON Pati 
S U os 7 mer ~ 


” South — 6. 


FLEVEN INFLUENTIAL 
NEWSPAPERS WITH Sussex Express & County Herald 


Hastings & St. Leonards Observer 


THE LARGEST Eastbourne Gazette 


Worthing Herald 


C i RC U L AT i Oo fe Eastbourne Herald Chronicle 


Folkestone, Hythe & District Herald 
| % T H E A R EA Bexhiil-on-Sea Observer 


Folkestone & Hythe Gazette 
| 62 5 “ | Crawley & District Observer 
6 ABC East Grinstead Observer 
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1956 


LENNOX HOUSE - NORFOLK STREET - LONDON - W.C.2 Temple Bar 6591 (3 lines) 


Joint Managers: C. CASSY & S. H. ROBERTS 
(N. J. MARTIN, Deputy) 
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The ABC gives us facts 


essential for planning 


says LORD LUKE, President, 


Advertising Association 


ON BEHALF of the Advertising Association, | am glad to take this oppor- 
tunity of offering sincere congratulations to the Audit Bureau of Circulations 


on the occasion of its 25th Anniversary. 


An impartial independent organisation of advertisers, publishers, and 
advertising agencies, the Bureau exemplifies once more that great spirit of 
co-operation so characteristic of advertising when the various interests have 
occasion to work together for the common good of advertising as a whole. 


In creating this machinery of voluntary co-operation, I cannot help but feel 
that those who founded the Bureau twenty-five years ago, presented a model 
to industry as a whole, not only of co-operation, but in their recognition of 
the importance of reliable up-to-date statistics. 


We in British Industry have been, and still are. in some ways, much too 
secretive, too unwilling to disclose our figures, even under the most careful 
safeguards. Partly | suppose we fear we might give something away to our 
competitors, partly | suppose too, because we suspect the use that might be 
made of those figures. The figures in themselves have no meaning, it is the 
interpretation placed upon them that counts. The Chancellor of the 
Exchequer complains that the Government has to look up trains in last year’s 
Bradshaw, and goes on to say “We must continually improve our statistics, 
in form, and in timing.” But the statistics alone merely give him a certain 
point of departure for his economic thinking: they are no substitute for it. 
So with the ABC figures. 


Let us then congratulate the ABC on giving us a sound foundation of fact 
for our own thinking when we come to plan our schedules, and give it all 
the encouragement it deserves in its future development. 
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HOW IT ALL STARTED 


MM’ years of struggle were needed 
to bring the Audit Bureau of 
Circulations into birth and to keep it 
alive. This is hard to understand nowa- 
days when an ABC certificate is an 
essential yardstick for the advertising 
manager and the agency space buyer, 
and when a good ABC figure is common- 
place in newspaper and magazine pub- 
licity, whether directed to the advertise1 
or the general public. 

To find how this has been achieved we 
must go back more than 60 years. As 
long ago as 1891, the pioneers who were 
later to form the Advertisers’ Protection 
Society (forerunner of the Incorporated 
Society of British Advertisers) were 
already pressing for “net sales” figures 
But despite the consistent war waged by 
the APS in the early years of this century 
against bogus circulation figures—and 
despite the example of the American 
Audit Bureau of Circulations, a thriving 
body since 1914—it was not until October 
1931 that the ABC came into being. Why 
was this? 

The conditions that confronted the 
founders of the Advertisers’ Protection 
Society at the turn of the century appear 
indeed formidable. Here is how they are 
described by Alan Whitworth, until 
recently director of ISBA, in the bro- 


By 


‘CONTACT’ of ADVERTISER’S WEEKLY 


chure which he wrote to commemorate 
the Golden Jubilee of ISBA in 1950: 

“Advertising in those days was truly 
a mystery. Even those who lived by it 
knew little about it. Psycho-analysis had 
not then fathomed the motives and 
reactions of all kinds of individuals. 
Marketing and media researches were 
unknown. The newspapers and 
periodicals guarded their circulations like 
secrets of state. Only the publishers 
knew what they were. The rates for 
advertising in the same newspaper or 
periodical were not consistent. There 
was no way of finding out whether an 
advertisement appeared in 5,000 or 
50,000 copies.” 


THE SEVEN PIONEERS 


It was to remedy this state of affairs 
that seven pioneers—Fred. A. Oetzmann, 
W. E. Catesby, John Neve Masters, 
Deane Bennett, W. B. Warren, John 
Wylde and James A. Frolich—went to 
work in the 1890's to spread their doctrine 
that the advertiser should be able to know 
what he was buying before he bought it. 
If their ideal of “net sales” was to be 
realised, they felt, advertisers must 
organise. They propagated their ideas 
sedulously among advertising agents and 
publishers. 

A dinner given by Lord Northcliffe to 


At a Dorchester lunch in April, 1954: John Coope (Chairman 1953 54) is toasted by, left, 
David Gammans, MP (then Assistant Postmaster General) and, right, Thos. D. Morison 
(Chairman 1949 50). 


commemorate the opening of the 
premises of Amalgamated Press at Fleet 
way House was subsequently described as 
“the first occasion on which advertisers 
were brought together with a view to 4 
possible combination of their interests.” 
In December 1900 the Advertisers’ Pro- 
tection Society Ltd. was founded—‘some 
large advertisers guaranteeing certain 
sums to meet expenses.” 

It is not to be wondered at that the 
proprietors of newspapers and periodicals 
did not take kindly to an organisation 
created by the buyers of advertising. Yet, 
by its fifth annual meeting, it had 
increased its membership to close on 100 
names, many of them influential. 


To further its primary purpose of 
estimating net sales for the benefit of its 
members, the APS launched its Monthly 
Circular in May, 1904. Its very first issue 
contained severe criticism of Home Chat 
which, on the strength of a pictorial com- 
petition that had raised its sales, had 
increased its page price to £32. “Our 
members, not believing that this increase 
was justified by a permanently larger 
circulation, decided to remain out of the 
paper, pending proof of circulation.” 

Just one of the questions which the 
Circular sought to answer was: “Is it 
legal for the Society to communicate 
with other advertisers (non-members) 
with a view to inducing them to with- 
draw their advertisements and combine 
with outsiders for that purpose?” The 
APS took a bold step. It decided to com- 
pile its own estimates of net sales. Here 
are some which it made during 1908 
Daily Express, 320,000; Daily Mail, 
700,000; Daily Mirror, 400,000; Daily 
News, 150,000; Daily Telegraph, 150,000; 
ihe Times, 60,000: Manchester 
Guardian, 100,000; Scotsman, 80,000; 
Yorkshire Post, 80,000; News of the 
World, 1,250,000; Observer. 5.000; 
People, 60,000; Sunday Times, 40,000; 
Punch, 80,000. 


EARLY PROGRESS 


When the manager of the Morning 
Post protested that the Society’s estimate 
of its sales as 40,000 per day was a 
ridiculous misrepresentation—“today’s 
issue, for instance, amounted to more 
than double the figure stated by you” 
the Circular commented: “We . . . must 
congratulate the manager that he is able 
to keep up the sales—if by ‘actual circu- 
lation’ he means sales—to such a respect- 
able figure. We may say that we have 
not yet had any communication from 
his solicitors. Our letter was a 
circular sent to many publishers asking 
if they would be good enough to supply 
us with some figures of the sales of the 
papers under their control. The Morning 
Post, however, declined to do so.” 

The —Society’s the 


estimate of 
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Observer's circulation as 5,000 provoked 
Lord Northcliffe into bringing an action 
for libel. This was subsequently 
amended to one of publishing a dis- 
paraging statement. During the hear- 
ing it was disclosed that the Society’s 
estimate of the Observer's net sales was 
very wide of the mark. Mr. J. M. Blanch, 
then advertisement manager of the 
Observer, giving evidence, said the 
average circulation had been 92,000 for 
some time and the net sales about 
77,000. 

Nevertheless, Mr. Justice Darling ruled 
in favour of the APS. 

Well might W. B. Warren, as chairman 
of the Society, write: The thin end of 
the wedge has been carefully inserted 
by the steady efforts of the Society during 
the past nine years, and now a mighty 
blow has driven the wedge in so firmly 
that it will never be displaced.” 

“A prophetic utterance,” is Mr. Whit- 
worth’s comment in his brochure of 1950. 


NO PISTOL TO HEAD 


IN 1921 the Society (which after the 
first World War had changed its name to 
the Incorporated Society of British 
Advertisers) held its coming-of-age at the 
Hotel Cecil with a National Advertising 
Conference—the first of its kind in this 
country. The principal guest, Charles F 
Higham, MP (later Sir Charles Higham), 
said he “understood that the press was 
not altogether delighted with the 
organised advertisers’ movement, and the 
advertising agents were not entirely sym- 
pathetic. It was not the intention of the 
Society to hold a pistol to the head of 
anybody, but merely to say that if the 
advertisers made the maintenance of the 
papers possible, it was right that they 
should have as much information as they 
possibly could concerning the position of 
the paper and the value of space, and 
they should know what the other man 
paid for his space. The British advertiser 
should know, too, where he stood, and 
what kind of service he was getting from 
his agents.” 

Later, the early volumes of The British 
Advertiser (at that time the official organ 
of ISBA) make it clear that the existence 
of an ABC in America was constantly 
cited in favour of the establishment of u 
similar organisation here and in Europe. 
The October, 1929, issue records that 
Philip L. Thomson, president of the 
American ABC, speaking at an Inter- 
national Advertising Association Confer- 
ence in Berlin, had said: 

“There has been no scandal in the 
purchase and sale of newspaper and 
magazine circulation ; no buyer of space 
in Canada or in the United States has 
had to go to court because the publisher 
did not give him full measure. Our only 
policeman had been our own moral prin- 
ciples and our determination to abide by 
the rules we have set up. Here is no 
experiment. It is a going institution. It 
works. It pays the advertiser ; it pays the 
honest publisher. We recommend that 
you in Europe apply it to your problem 
there.” 

A few months later, Thomas Bell, 
chairman of ISBA, was contending: “It 
seems strange, in this commercial age. 
that a body of men, who are spending 
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THE FIRST FOUR CHAIRMEN 


1931-36 
Thomas Bell (Kodak Ltd.) ; now deceased 


” 


1938-39 
E. H. Tillett (then Yorkshire Post) 


well over one hundred million pounds 
every year on press advertising, should 
be asking to be allowed to buy according 
to the standards and methods adopted in 
every other branch of commerce. Strange 
that we, who are supposed to be business 
people, should meekly allow our eyes to 
be bandaged, and then stumble blindly 
and recklessly into the market place, hold 


‘out our hands with one hundred million 


pounds, and say: “Here is our money, give 
us what you like. ~ 

Things were moving. At a National 
Conference of Advertisers held by ISBA 
on October 31, 1929, a unanimous resolu- 


1936-38 
G. J. Freshwater (E.M.1. Ltd.) 


1939-41 
B. E. Kent (Allen & Hanburys Ltd.) 


tion urged that “a British Audit Bureau 
of Circulations would result in consider- 
able benefit to advertisers, to publishers 
of repute, and to British advertising 
generally, and that its establishment is a 
matter of urgency. The Conference, 
therefore, calls upon the Incorporated 
Society of British Advertisers, as repre- 
senting the advertisers of this country, to 
take steps forthwith to establish such a 
Bureau in co-operation with the other 
interests concerned.” 

It was decided to call an informal con- 
ference. In addition to delegates from 
ISBA this was attended by representatives 
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ABC CHAIRMEN 
1931-36 — THOMAS BELL 
1936-38 — G. J. FRESHWATER 
1938-39 — EDWARD H. TILLETT 
1939-41 — B. E. KENT 
1941-42 — B. F. CROSFIELD 
1942-43 — A. F. GUNNING 
1943-44 — V. H. GOLDSMITH 
1944-45 — C. J. HARRISON 
1945-46 — E. J. ROBERTSON 
1946-48 — G. J. HARRIS 
1948-49 — G. R. POPE 
1949-50 — THOS. D. MORISON 
1950-52 — PHILIP EMANUEL 
1952-53 — E. A. LEVER 
1953-54 — JOHN COOPE 
1954-55 — H. L. CLARKSON 
1955-56 — C. W. V. TRUEFITT 
1956-57 — F. J. ECCLESTONE 


of the Newspaper Proprietors’ Associa- 
tion, Newspaper Society and Institute of 
Incorporated Practitioners In Advertising 
The Periodical, Trade Press and Weekly 
Newspaper Proprietors’ Association was 
not represented (its secretary explained) 
because “My Council do not approve, in 
principle, the establishment of an Audit 
Bureau of Circulations.” 

A sub-committee was established to 
deal with the difficult task of drawing 
up the form of the certificates, and the 
advice of the late Sir Gilbert Garnsey, of 
Price, Waterhouse & Co., was sought in 
establishing the audit formula.  Diffi- 
culties were ironed out and opposing 
views compromised at several long meet 
ings usually held at the Waldorf Hotel 


FIRST ABC COUNCIL 

The Bureau was incorporated as a 
limited company on October 14, 1931 
Its provisional council consisted of: 
ADVERTISERS—Thomas_ Bell (Kodak 

Ltd.), J. J. Bostock (Lotus Ltd.), F. I 

Dadd (Agriculture and General Engi 

neers Ltd.). C. J. Harrison (Horlicks 

Malted Milk Co. Ltd.). B. E. Kent 

(Allen and Hanburys Ltd.), W. D. H 

McCullough (Austin Reed Ltd.), and 

C. H. Whittaker (Cadbury Brothers 

Ltd.). 

PUBLISHERS—R. B. Crewdson (Mercury 
group of trade papers), Ivor Fraser 
(Morning Post), H. Heather (Punch). 
Allan Jeans (Liverpool Post), E. J. 
Robertson (Daily Express), and E. H 
Tillett (Yorkshire Post). 

AGENTS—R. J. Sykes (London Press 
Exchange) and R. W. Thomas (Winter 
Thomas Co.). 

In the words of Mr. Whitworth, “ISBA. 
with the co-operation of a few of the 
leading newspapers and advertising 
agencies, had made its most important! 
contribution to British advertising 
the Audit Bureau of Circulations, a truly 
historic development and a triumphant 
vindication of the Society's long and un- 
remitting struggle for certified net sales. 
The establishment of the ABC was the 
more remarkable when it is remembered 
that a scheme for such an organisation. 
prepared by the ISBA, had been flatly 
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turned down only ten years before by the 
proprietors and advertising agencies.” 

Thomas Bell was the first chairman, 1 
having been decided that an advertiser 
should be the first to hold that office 
Alfred H. Angus was appointed chief 
executive with the titie or girector, and 
tor three years these two combined the 
ABC offices with those of chairman and 
general secretary of the ISBA respec 
ively. 

During this period the two organisa- 
tions shared the same suite of offices at 
Alawych House and to some extent the 
same staff. But the gradual growth in the 
size and activities of both bodies made 
it increasingly clear that they could func 
tion more eificiently if they were to 
separate. This was done in October 1934 
Mr. Angus became the first full-time 
director of the Bureau and Mr. Whit- 
worth succeeded him as general secretary 


ot ISBA. 


DRIVE TO ATTRACT MEMBERS 


Meanwhile the drive to attract members 
went on. Ihe pages of The British 
Advertiser contain some amusing reler 
ences to valueless “certificates” issued by 
newspapers. One newspaper, it said. 
certihed that “on a certain specified date 
the average number of the combinec 
weekly sales, excluding returns and free 
copies, exceeded the number required to 
supply one paper to every four persons 
on the Electoral Roll of the Parlia- 
mentary Division, being the area 
in which’ these’ papers’ circulate, 
and it also states that this average 
number exceeded the present num- 
ber of inhabited houses in the four 
most important towns in the district. It 
also informs us that the sales of adver 
tising space and the number of copies 
sold both show a ‘considerable’ increase 
aS compared with the previous year. 
Truly a mine of amazing and valuable 
information! So clear! So usable!” 

Many were the excuses given for not 
joining the ABC. One _ newspaper 
executive wrote: “J could not bring my 
newspaper into membership, in case | 
hurt the feelings of our auditors”! 

Among the many ways in which the 
ABC sought to counter the arguments o1 
overcome the fears of the objectors, was 
to publish a green-covered booklet, Wh) 
we joined the ABC, “being a collection 
of statements made by a few representa- 
tive advertiser, agent and publisher mem- 
bers.” Its contributors included Charles 
Higham, William Crawford, Alfred 
Pemberton, Sinclair Wood, E. J. Robert- 
son, Drummond Armstreng (at that time 
advertising manager of Courtaulds Ltd.), 
B. E. Kent, Robert Martin (Bob Martin, 
Ltd.), C. W. Stokes (Canadian Pacific). 
George S. Royds, H. R. Pratt Boorman 
(Kent Messenger), R. J. Sykes, B. See- 
bohm Rowntree and R. W. Thomas. 


There is an amusing “nothing like 
leather” quality about some of the 
reasons given. Here is R. Pegge, adver- 


tising manager of Wailes Dove Bitu- 


mastic, Ltd.: 

“In an outside way, our business as 
manufacturers and sellers of paints Is 
rather similar to selling advertising space 
We have something to offer which, until 
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it is used and proved, is like white space 

a doubtful investment from a buyer's 
point of view. But, we do sell on a 
standardised basis—a buyer can obtain 
competitive materials on exactly the 
same standard of measurement. So i 
ought to be with white space.” 

In spite of conservatism, prejudice and 
indifference the ABC was bound to 
succeed, because it was necessary to the 
development both of newspapers and ol 
advertising. Moreover, its foundations 
had been well laid. As has been pointed 
out by G. R. Pope (assistant manager, 
The Times), who was chairman of the 
ABC in 1948-49, “No major departure 
from the principles and procedure laid 
down at the beginning, nor any materia! 
change from the audit formula, have 
been necessary to date.” 

Among founder publisher members 
were the Daily Express, Sunday Express 
Evening Standard, Morning Post, Leeds 
Vercury, Liverpool Daily Post, Liverpool 
Echo, Yorkshire Post, Yorkshire Evening 
Post, Greater London’s Greater Press, 
Kent Messenger, Irish Independent 
Dublin Evenine Herald, Universe, Truce 
Story Magazine, Everybody's Weekly 
and the Countryman. In 1937 the Daily 
Mail, Sunday Dispatch, Evening News 
News Chronicle and The Star became 
members. 

The war was a difficult period for the 
ABC and there was even some talk that 
it should “fold.” Among those who reso- 
lutely fought this suggestion was B. Ff 
Kent (one of those who had helped to 
bring the ABC into being and who was 
its chairman from 1939 to 1941). Among 
newspapers that joined during the wat 
were the Observer in 1940, The Times in 
1941, and the Daily Worker in 1943 


During the history of the ABC, sale, 
of newspapers have, of course, increased 
enormously ; in some cases they have 
trebled. The first certificate for the 
Daily Express (January-June, 1932) was 
for 1,675,272 copies per day; its latest 
figure is 4,042,334. The Sunday Express 
has risen from just over 1,000,000 to 
3,331,127. So also in the provinces. The 
Liverpool Daily Post has increased from 
40,000 to 80,867: the Liverpool Echo 
from 200,000) to 381,889. Among 
periodicals there have been many Spec- 
tacular advances, such as that of the 
Countryman, which in 1933 had 6,000 
sale and now has 80,513, or the Radio 
Times, which has moved from under 
2,500,000 in 1935 to its present 8,795,269 


MEMBERSHIP HAS KEPT PACE 


And as sales have risen, the member- 
ship of the Bureau has kept pace. At the 
end of the ABC’s first year the total mem- 
bership was 308, composed of 174 adver- 
tisers, 33 agents and 101 publishers. Now 

states G. S. M. Brand, its secretary —the 
membership is about 1,100, comprising 
213 agents, 278 national advertisers, and 
more than 600 publications. At May this 
year the newspaper members totalled 432, 
and a further 258 newspapers were in- 
cluded in series figures, giving a total 
ABC coverage of 690. While these in- 


clude nearly all the important newspapers 
in the country, it is still a far enough cry 
@ continued page /8 
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THE WORK OF THE ABC 


“A BRITISH AUDIT BUREAU OF CIRCU- 
LATIONS WOULD ~~ RESULT IN 
CONSIDERABLE BENEFIT TO ADVERTISERS, 
fO PUBLISHERS OF REPUTE AND TO BRITISH 
ADVERTISING GENERALLY, AND ITS ESTAB- 
LISHMENT IS A MATTER OF URGENCY, ® 

From this resolution of a National 
Conference of Advertisers in 1929, such 
a body was formed on October 14, 1931 

to be known as the Audit Bureau of 
Circulations Ltd. 

The work of the founding council 
which formulated the — constitution, 
objects and audit regulations, was of such 
value that after all these years its recom- 
mendations are basically unaltered. 

The ABC-——as it is known to all 
interested parties—is an impartial and 
independent organisation comprised of 
idvertisers, advertising agents and pub 
lishers 

The chief objects of the Bureau are to 
secure, by standard and uniform method 
of audit, accurate net sales figures of all 
publications of periodical issue which sell 
advertising space and to supply this infor- 
mation to its members 

The Bureau, being a company limited 
by guarantee, has no share capital and 
does not seek to make a profit, but merely 
to cover its necessary expenditure by 
subscriptions levied on members. These 
subscriptions are in themselves extremely 
modest, being a matter of three guineas 
per annum for advertisers, six guineas for 
idvertising agents and a_ subscription 
ranging from under two guineas to a 
maximum of 30 guineas for publishers 
Membership is open to any approved 
bodies in these groups which the Bureau 
exists to serve in their different capacities. 


A COUNCIL OF 26 


Ihe atlairs of the Bureau are managed 
by a council of 26, elected annually from 
its members, and comprised of nine 
advertiser members, four advertising 
agent members and 13 __ publisher 
members. 

The chairman ts elected each year 
alternately from the advertiser and adver- 
tising agent group and from the publisher 
group. 

Advising the council are two main 
committees: the Executive Committee 
and the Audit Forms Committee. 


By F. J. ECCLESTONE 
Chairman of ABC Council 


The practical operation of the ABC is 
that, prior to each audit period, the 
Bureau issues to each publisher sets of 
audit forms that indicate the method by 
which the net sales figures are to be 
ascertained on a standard and uniform 
basis for all publications. The audit of 
the circulation figures is conducted in the 
first place by the publisher's own pro- 
fessional auditors : and the Bureau is not 
concerned in any way whatever with the 
financial affairs or accounts of its 
members, who prepare and certify the 
certificate (known as the incoming 
certificate). This is required half-yearly 
from each publication, which gives the 
separate monthly figures and the total 
average net sales for each of the two 
fixed periods—January | to June 30, and 
July | to December 31. 

Certain exceptions as to periods of 
audit and aggregation of figures are 
allowed to publications such as periodi- 
cals, technical, trade and professional 
journals, annual and quarterly publica- 
tions and provincial weekly newspapers. 

On receipt of the “incoming” certificate 
the staff at the offices of the Bureau carry 
out a careful scrutiny of all facts and 
figures submitted—and ultimately issues 


Total number 
of members 


1,090 


HOW ABC MEMBERSHIP HAS RISEN 


Advertising 


(dvertisers Agents Publishers 
173 3: 

168 54 118 
202 137 375 


277 212 601 


its own ABC 
information, 
tions. 

It might be of interest to those adver- 
tisers who have not yet become members 
to see the actual specimen forms of 
certificate (reproduced next page), from 
which can be seen the exact information 
which is compiled for each of the main 
classified publications. Full details shown 
on these forms are open to inspection at 
the offices of the Bureau at any time by 
any member. 

Once every year the Bureau publishes 
its official handbook embodying all these 
certified circulation figures, divided for 
the most part into the two half-yearly net 
sales figures. In addition, to assist adver- 
tiser members to keep as up to date as 
practicable, an interim booklet is pub- 
lished each September, giving the half- 
yearly figures up to the preceding June 30. 
The foregoing resumé has been set out in 
some detail in order to show precisely 
the work involved in the preparation of 
the ABC certificate. 

It cannot be too strongly emphasised 
that the principles of impartiality and the 
strict adherence to the standard uniform 
audit formula, together with the loyal 
support and co-operation of all publisher 
members, have enabled the ABC certifi- 
cate to become nationally known—and to 
command the confidence of all the adver- 
liser and advertising agent members of 
the Bureau, who over the years have come 
to rely upon it more and more. 


certificate, based on this 
under separate classifica- 


PRESTIGE OF CERTIFICATE 


In the foregoing paragraphs, | have 
sought to show the care and work entailed 
in the build up of the issue of the ABC 
certificate. 

In the 25 years since its inception much 
has been done to improve the power and 
status of the Bureau, as the accompany- 
ing membership statistics show. 

To all those members of the three 
groups who have supported the Bureau 
over the past 25 years, many thanks are 
due. It must be remembered that from 
the small beginnings in 1931, mooted by 
a few enthusiasts of truth and fact, has 
gradually evolved the prestige of the ABC 
certificate. 

In its own sphere this certification is as 
important for circulation figures as are 
the professional accountants’ certificates 
required by company law on all published 
balance sheets of companies. 

Successful as the figures of growth of 
the membership have been, it is indeed a 
pity that many advertisers have been 
lacking in support of this Bureau which 
has done so much for them in the past. 
The trend of increase of advertiser 
membership has fallen sadly behind the 
other two groups. 1 venture to say that 
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Audit Bureau of Circulations, Ltd 


rule ow 


The three ABC certificates : a yellow form for newspapers ; green for 
periodicals ; and pink for technical, trade and professional journals. 


it is not enough for advertisers to leave 
it to their advertising agencies who, they 
say, “have all the figures.’ The sub- 
scription is only three guineas a year and 
1 am sure it cannot be the cost that is a 
bar to membership. 

Advertisers should remember _ that, 
primarily, it is their money, spent on 
advertising their products and services, 
that maintains most of the publications 
in this country. What is more natural 
therefore than that they should want to 
rely on standard and uniform circulation 
figures of the different publications? If 
such figures are used to gauge the extent 
and value of the advertisements—either 
in their own advertising departments or 
through the offices of their advertising 
agents—is it not fair and reasonable that 
all of them should combine to support 
the Audit Bureau of Cireulations. 

The Bureau has already made great 


advances with its membership of the 
other two groups. Almost all advertising 
agencies of consequence are members 
because they realise the great value and 
benetit the ABC certificates are to their 
profession. 

Publication members comprise nearly 
60 per cent of the Bureau’s members, 
which in itself shows how important and 
useful the large publishing firms of this 
country recognise the Bureau to be. Even 
in this field however, there are a few, a 
very tew, major publishers who have not 
yet seen fit to assist the ABC to achieve 
maximum coverage for circulation 
figures. 

Is it too much to hope that these few 
and important publishers would be 
willing to give the Audit Bureau of 
Circulations a 25th anniversary present 
by signifying their wish to become 
members—and so to increase still further 


the prestige and status of this Bureau? 
They surely have nothing to lose but a 
lot to gain from such membership 

Much progress has been achieved in 
the trade and technical press field and we 
welcome many new and important mem 
bers in this sphere. 

As to the future, it is the firm intention 
of the Bureau to endeavour to strengthen 
its efforts in the maintenance and further- 
ance of the prestige of the ABC certificate 

Some _ discussion has taken place 
recently regarding the modern forms of 
research into numbers of listeners and 
viewers in radio and television 

Whether or not the Audit Bureau could 
assist its members in this sphere will be 
a matter for careful consideration. But. 
if it did become possible in the future, 
the service rendered must necessarily be 
closely allied to certification of firm 
figures—_and not of estimates or opinions 


COUNCIL 
1956/57 


Chairman 
F. J. EccLestont 
(Beecham Group Ltd.) 


Advertisers : 


A 
B. E. Kent (Allen & Hanburys Ltd.) 
E. A. Lever (Ultra Electric Ltd.) 
G. V. Nye (Shell-Mex and BP Ltd.) 
A. J. PeARSON (British 
mission) 
C. L. Smita (Dunlop Rubber Co. Ltd.) 


(of Great Britain and Ireland) Ltd.) 
WaLTeER M. York (E. K. Cole Ltd.) 


Advertising Agencies : 
H. L. CLARKSON (S. H. Benson Ltd.) 


Ltd.) 
pany Ltd.) 
Ltd.) 


. CHARLES Buck (Reckitt & Colman Ltd.) 


Transport Com- 


C. B. Wrey (Imperial Tobacco Company 


OLAF ELLEFSEN (Foote. Cone & Belding 
R. S. FREEMAN (The Robert Freeman Com- 


THos. D. Morison (Mather & Crowther 


OFFICERS OF THE AUDIT BUREAU OF CIRCULATIONS 


Publishers 

KENNETH Brown (London Counties News- 
papers) 

NorMAN C. EDWARDES (News of the World) 

H. L. HowartH (Westminster Press Pro- 
vincial Newspapers Ltd.) 

MAURICE JOSLIN (National Newsagent) 

HARRIS KAMLISH (Odhams Press Ltd.) 

WiLtiAM Memory (News Chronicle) 

T. G. Moore (Portsmouth & Sunderland 
Newspapers Ltd.) 

Lestie W. NEEDHAM (Daily Express) 

G. R. Pore (The Times) 

MICHAEL RENSHAW (Kemsley Newspapers 
Ltd.) 

G. S. Strope (Radio Times) 

Cc. W. V. Trueritr (Associated News- 
papers Ltd.) 


* . * 


Liaison Officers : 


T. L. Marks (Arthur Guinness, Son & 
Company (Park Royal) Ltd.), The Incor- 
porated Society of British Advertisers 
Ltd. 

Percy H. VERNON (C. Vernon & Sons Ltd.), 
Institute of Practitioners in Advertising. 


. L. Crarkson, F. J. Ecctestone, E. A 
r 


all Publisher Members of Council, one 
4dvertiser, one Advertising Agent and the 
Secretary. 

KENNETH BROWN, NoRMAN C. EDWARDES, 


Honorary Treasurer 


F. J. Ecctestone, FCA 
Executive Committee 


Lever. THos. D. Morison, G. S. STRODE, 
C. W. Trueritt, C. B. Wrey. 

Audit Forms Committee 
The Audit Forms Committee consists of 


H. L. HowartH, Maurice Josiin, 
HARRIS KAMLISH, WILLIAM Memory. 
T. G. Moore, Lestie W. NEEDHAM, 


G. R. Pope, MicHAeL RENSHAW, G. S. 
Strope, C. W. V. TRueritT, B. E. Kent, 
THOS. D. Morison, THE SECRETARY. 


Secretary : 


G. S. M. Branpb, CA 


Registered Office : 
40/43 CHANCERY LANE, LONDON, W.C.2 
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FOR TRADE & TECHNICAL JOURNALS: 


Y CONGRATULATIONS to the Audit 
Bureau of Circulations on_ its 
Jubilee are both official and 


Silver 
personal: official on behalf of the ISBA; 
personal as a founder member of the 


Council of the ABC 
1931. 

Advertisers, through ISBA, took pride 
in getting the idea of the ABC off the 
ground. It was one of our earlier major 
projects to bring to advertising some 
semblance of order in the serious matte 
of space buying. Hitherto we had 
bought blind—then, at long last, we had 
a foretaste of the happier situation which 
we so largely enjoy today. 

But it took us 15 to 20 years of hard 
campaigning to break through the hard 
core of resistance to what is now so 
generally accepted as the proper order of 
things. 

| well remember those years of pro 
gress soon after the end of World War 
Il, when that great Fleet Street figure. 
O. E. J. Robertson, succeeded me as 
chairman of the ABC. How good it felt 
to see the tide turning! 

Nevertheless, in spite of all that the 
ABC has achieved in membership of 
publishers, it must be a reflection on that 
great industry that important publishing 
houses still continue to withhold their 
support from the ABC. This is causing 
continuing and mounting concern to 
those advertisers who allocate no small 
proportions of their appropriations to 
the purchase of space in weekly and 
monthly magazines and periodicals. 


STRAIGHT-FORWARD BUSINESS 


The example of straight-forward busi- 
ness set by the latest entrants into the 
field.of media ownership—the TV pro- 
gramme contractors—will surely not be 
lost on publishers, nor on advertisers. An 
advertising manager who cannot be pre- 
cise is increasingly in trouble in his 
company’s board-room, for boards of 
directors are becoming more and more 
conscious that the moneys they vote for 
advertising budgets must be wisely and 
reasonably spent. We of ISBA are 
urging this realistic point of view on our 
members on every possible occasion— 
and we shall continue to do so with all 
the vigour at our disposal. It is one of 
the main purposes of the Society to do 
just this. 

The case is very different where trade 
and technical journals are concerned, 
and it is hardly surprising that the ABC 
certificate, indicating only the number 
of copies sold or distributed, fails to 
appeal to many publishers. Nor is it 
of any great value to the advertiser to be 
told that a trade journal sells, say, 2,000 
copies. He wants to know who are the 


when formed in 


Figures not the 
whole story 


says. CLIFFORD J. HARRISON, President of 
the Incorporated Society of British Advertisers 


readers of the journal and where they are 
located. Given this information, he may 
well find that the advertising rates are 
more than justified by the highly 
specialised readership which the journal 
enjoys. 

The kind of qualitative certificate re- 
quired for trade and technical journals is 
far removed from the straight-forward 
quantitative _ certificate familiar to 
members of the ABC. The ABC would 
unquestionably perform a very worth- 
while service to advertisers were they to 
extend the field of their operations and 
think in terms other than those of the 
national and provincial press. Failing 
the ABC, other machinery must be set 
up—as has been the case in the U.S.A. 
and Canada, with the full support of the 
publishers concerned. 

Meanwhile, the recent decision of 
Benn Bros. Ltd. to join the Bureau may 
well stimulate other trade and technical 
publishers to follow their example. 
Benn Bros. have announced that they 
propose to supplement audited circula- 
tion figures by giving detailed intorma- 
tion about the readership of their jour- 
nals. This is a move in the right direc- 
tion. but we still hope eventually to see 
qualitative as well as quantitative circu- 
lation certificates issued in respect of 


Wanted: MORE 
FACTS ON C-C 


believes ALAN M. WILKINSON 
President of the Institute of Practitioners in Advertising 


Institute of Practitioners in Adver- 
tising, to add my congratulations to the 
many the Audit Bureau of Circulations 
will receive on reaching its Silver Jubilee. 
When the proposal to found the Bureau 
was first advanced, it was realised by 
many that there was a very definite need 
for such an organisation to provide a 
service of value to all advertising 
interests, but very specially to the 
member-agencies of this Institute. A 
certified circulation of press media, 
provided on a uniform basis, is one of the 
first essentials to enable a correct media 
evaluation to be made. 

For such reasons the Institute wel- 
comed the opportunity of participating 
with the Incorporated Society of British 
Advertisers in the formation of the 


' AM VERY happy, as president of the 


i Mitt be 


trade and technical publications. 
And are there not other ways in which 


the ABC can add to its laurels? After 
twenty-five years does the ABC certifi- 
cate still provide advertisers with all they 
want to know about net sales—even oi 
newspapers and magazines? 

Since the war there has been a consider- 
able increase in the sales of British publi- 
cations overseas. So much so that from 
North America comes the suggestion 
that British manufacturers would be 
well advised to turn the American circu- 
lation of certain British magazines to their 
advantage by quoting dollar prices and 
telling the American reader where the 
goods can be purchased. 

Overseas sales of British publications 
may be welcomed by some manufac- 
turers, whereas to others they represent 
waste circulation. Is it beyond the power 
of the ABC to differentiate in their 
audited certificates hetween the number 
of copies of a publication sold in this 
country and those that go abroad ? 


PLEDGES SUPPORT 


In saluting the Council and members 
of the Audit Bureau of Circulations, the 
ISBA pledges whole-hearted support for 
the Bureau’s endeavours to take the 
guesses out of the space-buying side of 
advertising economy. We also salute that 
stalwart advertiser member of the ABC 
Council, Bertram E. Kent, who, repre- 
senting Messrs Allen & Hanburys Ltd., 
has an unbroken record of service with 
the Council for all its 25 years—a record 
only surpassed in terms of years by Mr. 
Kent's membership of the ISBA Execu- 
tive. 

This patient service and unceasing 
loyalty to an idea for the betterment of 
advertising has been of the order that 
ultimately finds rich reward in lasting 
achievement. 


Bureau—and of giving active support, 
both officially and through its members, 
during the period of its development. 

That it was founded by advertisers. 
advertising agencies and publishers in 
joint association augured well for its 
future. But even so, if was fully realised 
from the start that prejudice and even 
resistance in some quarters would have 
to be faced until its authoritative position 
had become established. Today, it may 
justly be claimed that it has achieved that 
position of authority. And much credit 
and indeed thanks are due to those who 
have guided its fortunes through the 
years and brought it to the position it 
now occupies. 

The building of its membership has 
called for a great measure of patience 

@ continued page !9 
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WENTY-FIVE years is a long time. It 

is more than half of the average 
man’s business life. And, as anyone will 
tell you, it is the first twenty-five years 
that are the hardest. 

Most people in advertising will agree 
that in its first twenty-five years the Audit 
Bureau of Circulations has probably 
done the hardest part of its job—and 
done it remarkably well. Today we 
have a standard of measurement by 
which to assess the comparative values 
of a very large number of publications. 

It is all too easy to take the tools of 
our trade for granted. Most of us have 
either forgotten the problems of the pre- 
ABC era or never knew them. When 
we plan our press campaigns today we 
reach a point when the creative exercise 
ceases and we come to the straight- 
forward commercial operation of buying 
a commodity—circulation. We have 
learnt to accept without question the 
authenticity of ABC figures, and we 
cannot be blamed if we _ instinctively 
place a higher value on the publications 
which quote them. For this both we and 
the publishers have only the Audit 
Bureau oj Circulations to thank. 

If many of us now look expectantly 
ahead for the wider adoption of this 
Standard, it is not because we are 
grudging in our praise of what has 
already been achieved. It is because we 
are encouraged to believe that the 
patient efforts of a quarter of a century 
should bring their own reward. 

Whether or not they will, depends on 
many things, and not the least important 
of these is a better understanding and 
appreciation of mutual problems. It 


was not a particularly happy experience 
to discover, at the Advertising Associa- 
tion Conference this year, that a vital 
element of our commercial and indus- 
trial life was the 


target for severe 


Add to the figures... 


READERSHIP 


Says CLIVE BARWELL 


President, Incorporated Advertising Managers’ Association 


criticism. It was, in fact, unfortunate 
that while there was time for criticism, 
there was not time for applause. For 
nobody will deny that the service that is 
rendered to industry by the trade and 
technical press is immeasurable. 

It is, however, the task of the Audit 
Bureau of Circulations, at the beginning 
of its second twenty-five years, to make a 
strong and urgent appeal to the publishers 
of these journals. In doing so, they should 
have the support and encouragement of 
every advertiser and every advertising 
agent. But their task today should be 
easier than it would have been even a few 
years ago. For publishers must be aware 
that if we are to solve our present 
economic problems, we must pool and 
share all the resources that are available 
to facilitate the communication of vital 
information, and to encourage the speedy 
modernisation of our industries. 


‘HOW SMALL THEIR FAITH’ 


To the responsibilities which the trade 
and technical press has never hesitated to 
shoulder—the responsibilities of keeping 
trades and industries informed of current 
affairs and developments ; to be critical 
of unworthy practices ; to encourage the 
enterprising; to provide a forum for 
debate and discussion in print—must be 
added one more. The responsibility to 
help industry advertise more efficiently. 

It is tragic to think that many pub- 
lishers are reluctant to announce 
circulation figures because they fear that 
advertisers and advertising agents will 
misconstrue the implications of thei: 
size. How unrealistic it all is! How 
small must be their faith in the practi- 
tioners of an industry which is spending 
money on the promotion of goods and 
services at the rate of over £300 million 


per annum. 
There has never been a time in the his- 


OcToBER 12, 1956 
tory of advertising when the frank and 
honest exchange of information could pay 
greater dividends. There has never been 
a time when advertisers and the owners 
of media could collaborate to better 
mutual advantage. Tomorrow may well 
be too late. 

If this jubilee of the Audit Bureau of 
Circulations counts for anything at all, it 
counts for this. That ours is an industry 
which seeks to improve its services by 
scientific means. Advertising is not just 
an art, not just a business, not just 4 
science, but a combination of all three 
and the scientific aspect is more important 
today than it ever has been before. Yet 
without measurement there can be no 
science. 


MINIMUM OF INFORMATION 


Let it be said here and now that circu 
lation figures represent the minimum of 
information that advertisers need to plan 
effective campaigns. The quality and the 
nature of readership is equally important 
To plan a consumer campaign without 
careful study of IPA or Hulton reader- 
ship surveys is almost unthinkable. Yet 
we spend as much money in the trade 
and technical press as we spend in the 
nationals and London evenings combined 

As modern sciences develop their influ 
ence spreads beyond the confines of single 
industries. Technical journals which 
may once have served a single industrial 
group are now read by technicians in 
dozens of other industries. This trend will 
develop as new techniques of processing 
and production are more widely adopted ; 
and advertisers must know where their 
messages go and who are likely to read 
them if they are to be specific in their 
appeals 

In its first twenty-five years the Audit 
Bureau of Circulations has provided us 
not only with a standard of measurement, 
but with a foundation on which more 
scientific and more effective advertising 
can be built. 

We hope to see this standard of 
measurement universally adopted as the 
first step in a new conception of service to 
advertisers. In looking to the Audit 
Bureau of Circulations to continue its fine 
work, we hope that the reward for its 
past efforts will not be long delayed. 

On behalf of the Incorporated Adver- 
tising Managers’ Association I wish the 
Bureau every success for the future. 


HOW IT ALL STARTED 


@ from page 14 


from the total of about 1,500 that could 
belong. In addition, at May there were 
80 magazine members and 68 trade and 
technical journals. 

his last group has always shown a re- 
luctance to join the ABC and publish its 
figures, and with the growing emphasis 
that is being placed on readership, as dis- 
tinct from sales, this reluctance is easy 
to understand. Much more than those of 
any other type of publication, the sales 
figures of trade and technical publications 
fail to reflect either the size or quality of 
their readership. Many trade papers 


whose sales run only to a few thousands 
may have readerships of several times 
that amount. 


Be-ause these journals con- 


cern their readers’ livelihood they are 
read with a knowledge and care far 
greater than any lay paper can command, 
and often by people who have large sums 
of money to spend and who read their 
trade papers in order to find how best to 
spend it. 

Nevertheless, enlightened trade and 
technical publishers are increasingly 
coming to see that though the ABC figure 
does not by any means give the whole of 
the picture, it gives an important part of 
it. As an example, this year’s Brighton 
Conference of the Advertising Asso- 
ciation in reiterating advertisers’ need 
for audited sales figures, had an im- 
portant sequel in the announcement by 
Glanvill Benn, who is chairman of the 
Advertising Association’s finance com- 
mittee, that Benn Brothers Ltd. were to 
join the ABC. 


i i 


Explaining his decision, he said 
“Figures by themselves are meaningless: 
it is their interpretation which counts. In 
the past, doubts have existed whether the 
figures would be properly evaluated, but 
the Conference discussions cleared the air 
so far as we are concerned, and removed 
misgivings on this point.” 

Other publishers, both inside and out- 
side the trade and technical category, are 
bound to realise the wisdom of this view 
Readership is immensely important—but 
it can never be audited. However 
advanced the techniques of research. 
there will always be many imponderables 
in readership estimates. and therefore 
room for doubt. 

But the actual sales figures of publica- 
tions is something which advertisers and 
their agents will always want to know. It 
is the ABC that tells them. 
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MEMBERS OF THE 


ADVERTISERS 


A 

Achille Serre Ltd. 

Airborne Shoes Ltd. 

Allen & Hanburys Led 

Aristoc Ltd. 

Armstrong Cork Company Ltd 
Aspro-Nicholas Ltd. 

Association of Advertisers in Ireland 
Austin Motor Company Ltd 

Austin Reed Ltd 


B 

Ballito Hosiery Mills Led 
Batchelor'’s Peas Ltd 

Beecham Group Ltd. 

Bibby (J.) & Sons Led 

Bird (Alfred) & Sons Ltd 
Birmingham Small Arms Co. Ltd 
Bob Martin Ltd 

Bolton (Thomas) & Sons Ltd 
Boots Pure Drug Co. Ltd 
Bovril Ltd 

Bowater Paper Corporation Ltd 
Boydell (E.) & Co. Led 


Bradford Dyers’ Association Ltd. 
Brighton Corporation 

British Aluminium Co. Ltd. 
British Celanese Ltd. 

British Cycle & Motor Cycle Manu- 
facturers & Traders Union Ltd 
British Electrical Development Asso- 

ciation 
British Insulated Callender's Cables 
Led. 
British Man-Made Fibres Federation 
British Thomson-Houston Co. Ltd 
British Transport Commission 
Brooks Appliance Co. Ltd 
Brown & Polson Ltd 
Bush Radio Ltd 


c 

Cadbury Bros. Ltd 

Canadian Pacific Railway Company 
Carreras Ltd 

Carroll (P. J.) & Company Ltd 
Cellular Clothing Co. Ltd 

Central Office of Information 
Cepea Fabrics Ltd 
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Cephos Ltd 

Cerebos Ltd. 

Chesebrough-Pond's Ltd. 
Chiswick Products Ltd. 

Chivers & Sons Ltd. 

Chloride Batteries Ltd 

Clark (C. & J.) Led. 

Cole (E. K.) Ltd. 

Coleman & Co. Ltd 
Colgate-Palmolive Ltd. 

College of Production Technology 
Columbia Graphophone Co. Lrd. 
Co-operative Wholesale Society Ltd 
County Chemical Co. Led 
Courtaulds Led. 

Crookes Laboratories Ltd 

Crystal Products Co. Ltd 


D 

Dae Health Laboratories Ltd 

D.D.D. Co. Ltd 

Dennison Watch Case Co. Ltd 

Department of Scientific and Industr al 
Research 

Dolcis (Upsons Ltd.) 


ABC 


Domestos Ltd. 
Dunlop Rubber Co. Led 


E 

Eastbourne Corporation 

Eastern Region (British Railways) 
Elders & Fyffes Led. 

Electric & Musical Industries Ltd 
Electrolux Led. 

Elizabeth Arden Ltd. 

Ellison (George) Ltd. 

E.M.1. Industries Led. 
Encyclopaedia Britannica Ltd 
English Electric Co. Ltd 

Esso Petroleum Co. Ltd. 

Evan Williams Co. Led. 

Ever Ready Co. (Great Britain) Led 
Evershed & Vignoles Ltd. 

Ex-Lax Led. 


F 

Ferranti Ltd. 

Firth (Thos.) & John Brown Led. 
Ford Motor Co. Ltd 


@ continued next page 


WANTED: 


MORE 


and auditing procedures in 1950, a final 


the Bureau can be “hoodwinked.” While 


FACTS ON C.-C 


@ from page |7 


ind perseverance, but the reward has 
been steady if slow. Its success is today 
firmly established and its service of ever- 
increasing value. 

That it now enjoys a membership of 
well over 1,000 and provides certified 
circulation figures totalling over 100 
million is perhaps the best indication of 
its growth and accomplishment. The 
lime must surely be approaching when 
no publication, large or small, can hope 
to sell its space without the primary 
backing of an ABC certificate. 

What of the future? There are, | 
suggest, some things that might be done 
to make the ABC more effective, more 
respected, and more acceptable to all. 

First and foremost there are, of course, 
controlled circulation journals. In the 
United States we have the Business 
Publications Audit of Circulation, Inc 
(formerly the Controlled Circulation 
Audit, Inc.). It has been in existence 
over there for 25 years. Here, however, 
we have only recently had more than a 
handful of such controlled circulation 
journals 

In America, the BPA in its early days 
1udited journals with a paid circulation 
of not more than 30 per cent, but in 
1938 this was raised to 50 per cent. It 
was then agreed that the entire circula- 
tion, both “free” and paid, would be 
audited as long as it was controlled, i.e., 
was within the field served as defined by 
the publisher. Finally, in 1947, the 
restriction of the 50 per cent was 
removed—making it possible for any 
business publication, regardless of its 
percentage of “free” or paid circulation, 
to become a member of the Association. 

In a review of the Association's rules 


step was taken on the auditing of what 
were called “Verified Controlled Circu- 
lations,” i.e., that portion of controlled 
circulation for which the publisher could 
give satisfactory evidence that the re- 
cipient: (a) was located at the address 
shown on the stencil; (b) conformed to 
the publisher’s own definition of recipient 
qualification. This Verified Controlled 
Circulation was acclaimed by many as 
one of the most significant and forward 
steps in the history of publication 
i1uditing. 

I have mentioned this matter in some 
detail to show that paid and “free” (or 
“controlled”) circulations can be re- 
ported upon successfully by separate 
audits and criteria. It is information of 
this kind that we need here in the United 
Kingdom. 


IMPROVE PROCEDURES 


We must surely get to the point where 
all industrial and trade publications 
which carry advertising subject them- 
selves for the benefit of the advertising 
agencies and their clients to the process 
which will provide — independently 
audited, accurate figures of their circu- 
lations. 

What else? 

Is it, | wonder, possible to improve and 
streamline the procedures by which 
members of the ABC handle their records 
of sales and circulations? I was very 
pleased to hear that a special committee 
was set up earlier this year by the ABC 
itself to consider this very point. 

Another point: should there not be a 
percentage check by the ABC itself. 
through its own accountants, of all the 
returns it receives from papers and publi- 
cations? This is not to believe that it is 
possible to “put one over” on the ABC 
by some kind of manipulation of records 
But—and this is most important—it would 
remove the comment one still hears that 


not subscribing to this viewpoint at all. 
1 feel that, psychologically, a percentage 
check might be worth while. 

The Institute itself has with many 
others been conducting a campaign in 
recent years to encourage all those publi- 
cations not giving circulation figures 
especially those not giving figures of any 
kind—to divulge sufficient information to 
enable media planners in the agencies to 
do their work properly and efficiently. 
But there are still undoubtedly too many 
gaps in our knowledge. A number ol 
successes have of course been achieved 
Many publishers continue to state that 
because they are the first journals in 
their field they, therefore, have no need 
to disclose any circulation information at 
all. This argument can hardly be accept- 
able to a conscientious space buyer. 

It would be a major contribution to 
the problem if the Periodical Proprietors’ 
Association could encourage all its mem- 
bers to give the information the agencies 
need. At present only 72 journals out 
of 1,500 give ABC figures! 


BASIC INFORMATION 


The often repeated phrase that “figures 
are not everything” is accepted by all 
WE ABSOLUTELY AGREE—but the 
circulation figure is a basic piece of infor- 
mation on the part of the publisher which 
is the first requirement of a buyer in 
assessing just what a journal is and does. 
The figure whispered in the ear, which 
the publisher refuses to put down on 
paper, cries out not to be believed, and 
is no substitute for the facts. 

If, over the next five years, the Bureau 
doubles its membership, what an achieve- 
ment this will be. Not perhaps so scintil- 
lating as breaking down the first preju- 
dices of the national press thirty years 
ago—but just as valuable and an achieve- 
ment of which all would be justifiably 
proud. 
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Members : 
Advertisers (continued) :-— 


Foster-McClellan Company 

Fry (J. S.) & Sons Ltd. 

Fulford (C. E.) Led. 

Fulford (G. T.) Co. Led. (of Canada) 


G 

Gallaher Limited 

Gambles (J. C.) Proprietaries Ltd. 

Gas Council 

Genatosan Ltd. 

General Electric Co. Ltd. 

Gillette Industries Ltd. 

Glaxo Laboratories Ltd. 

Gomme (E.) Ltd. 

Goodyear Tyre & Rubber Co. (Great 
Britain) Led. 

Gramophone Co. Ltd. 

Guest, Keen & Nettlefolds Ltd. 

Guinness (Arthur) Son & Co. (Park 
Royal) Led. 


H 
Haig (John) & Co. 
a (john) & Sons (Bristol & London) 


Hampshire (F. W.) & Co. Led. 

Hartley (Wm. P.) Led. 

Hedley (Thomas) & Co. Ltd. 

Heinz (H. Jj.) & Co. Ltd. 

Henley’s (W. T.) Telegraph Works 
Co. Led. 

Hercules Cycle & Motor Co. Ltd. 

Hollins (William) & Co. Led. 

Hoover Ltd. 

Horlicks Led. 

Horne Brothers Ltd. 

Hovis Ltd. 

Howard (E. R.) Led. 

H.P. Sauce Ltd. 

Hudnut (Richard) Ltd. 

Hughes (E. Griffiths) Led. 

Hugon & Co. Ltd 


| 

Ilford Led. 

Imperial Chemical Industries Led. 

Imperial Tobacco Co. (of Great Britain 
and Ireland) Ltd. 

Imperial Typewriter Co. Ltd. 

Incorporated Society of British Ad- 
vertisers 

India Tyre & Rubber Co. Led. 

International Chemical Co. Ltd. 


Jackson The Tailor Ltd. 

Jenkins (Robert) & Co. Ltd. 
Jenkinson (A. S.) Ltd. 

Jobling (James A.) & Co. Ltd. 
Johnson (S. C.) & Son Ltd. 

Johnson & Johnson (Gt. Britain) Led. 


K 

Kangol Wear Ltd. 
Kayser-Bondor Ltd. 

Kent (George) Ltd. 
Kimberly-Clark Ltd. 
Kitchen (Will) Jr. Led. 
Kleinert (i. B.) Rubber Co. 
K.L.G. Sparking Plugs Ltd. 
Kodak Ltd. 
Kolster-Brandes Ltd. 


L 

Laing (John) & Son Ltd. 

Life Offices Association (The) 

Lilia Led. 

Littlewoods Mail Order Stores Ltd. 

Lloyds Bank Ltd. 

Lodge Plugs Ltd. 

London Midland Region (British Rail- 
ways) 

London Transport Executive 

Longmans Green & Co. Ltd. 

Lotus Ltd. 

Lucas (Joseph) (Electrical) Ltd. 

Lyons (J.) & Co. Ltd. 


is gan (William) & Sons (Biscuits) 
td. 


Mackintosh (John) & Sons Ltd. 

Marconiphone Co. Ltd. 

— Wireless Telegraph Co. 
td. 

Marley Tile Co. Ltd. 

Mars Ltd. 

Martini & Rossi Ltd. 

Mather & Platt Ltd. 

Mavor & Coulson Ltd. 
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Max Factor Hollywood & London 
(Sales) Ltd 

McDougalls Ltd. 

Mechans Limited 

Mentholatum Co. Ltd. 

Metal Box Company Ltd. (The) 

Metro-Goldwyn-Mayer Pictures Ltd. 

Middleton Tower Holiday Camp Ltd. 

Milton Antiseptics Ltd. 

Mobil Oil Co. Ltd. 

Modern Health Products Ltd. 

Mond Nickel Co. Ltd. 

Montague Burton Ltd. 

Morris Motors Ltd. 

Mullard Wireless Service Co. Ltd. 

Murphy Radio Ltd. 


N 

Nabisco Foods Ltd. 

Neal (Daniel) & Sons Ltd. 

Nestle Co. Ltd. 

New Era Laboratories Ltd. 

Newspaper Society 

North Eastern Region (British Rail- 
ways) 

North Thames Gas Board 


° 

Oldham & Son Ltd. 
Owbridge (W. T.) Ltd. 
Oxo Ltd 


P 

Parker Pen Co. Ltd. (The) 
Parlophone Co. Ltd. 

Peek, Frean & Co. Ltd. 

Pepsi-Cola Limited 

Philips Electrical Led. 

Phillips (Chas. H.) Chemical Co. Ltd. 
Phillips Patents Led. 

Portland Shoes Ltd. 

Potter Drug & Chemical Corporation 
Pressed Steel Co. Ltd. 

Procea Products Ltd. 

Prudential Assurance Co. Ltd. 
Pyrene Company Ltd. (The) 


Q 
Quaker Oats Led. 


R 

Raleigh Industries Ltd. 
Raleigh Cycle Co. Ltd. 
Rudge- Whitworth Ltd. 
Humber Ltd. (Cycle Dept.) 
Robin Hood Cycle Co. Ltd. 
Sturmey-Archer Gears Ltd. 

Rallie Health Appliances Ltd. 

Readicut Wool Co. Ltd. 

Reckitt & Colman Ltd. 

Reed (Albert E.) & Co. Ltd. 

Richard Shops Ltd. 

Robinson (Peter) Ltd. 

Ronson Products Ltd. 

Ronuk Ltd. 

Rootes Ltd. 

Rowntree & Co. Ltd. 

Royal Automobile Club (The) 


Schweppes Ltd. 

Scottish Region (British Railways) 

Scruton (O.) & Co. Ltd. 

Sharp (Edward) & Sons Ltd. 

Shell-Mex & B.P. Led. 

Shippam (C.) Ltd. 

Sileock (R.) & Sons Led. 

Smart's (Billy) New World Circus 
Ltd 


td. 

Smith (S.) & Sons (England) Led. 

Smith & Nephew Ltd. 

Smith's English Clocks Ltd. 

Society of West End Theatre Managers 
(The) 

Somvervell Brothers Ltd. 

South African Co-operative Citrus 
Exchange Ltd. 

Southern Region (British Railways) 

Spencer (Banbury) Ltd. 

Spratts Patent Led. 

Standard Motor Co. Ltd. 

Standard Telephones & Cables Ltd. 

Stanning Proprietaries Ltd. 


T 

Tampax Led. 

Thermal Syndicate Ltd. 

Thorn Electrical Industries Ltd. 
Tilley Lamp Co. Ltd. 

Timothy Whites & Taylors Ltd. 
Tokalon Led. 

Trans-Canada Air Lines Inc. 


Tube Investments Ltd. 
Tyresoles Ltd. 


u 

Ultra Electric Ltd. 

Unilever Limited 

United Steel Companies Ltd. 


Vv 

Vantona Textiles Ltd. 

Vauxhall Motors Ltd. 

Vick International Ltd. 
Vine Products Ltd. 


w 

Wakefield (C. C.) & Co. Ltd. 

Walker (John) & Sons Ltd. 

Wander (A.) Ltd. 

Weir (G. & J.) Led. 

Western Region (British Railways) 

Weston Biscuit Company (Slough) 
Led. 

White Horse Distillers Ltd. 

Wilkinson Sword Company Ltd 

Wolsey Ltd. 


Y 

Yardley & Co. Ltd. 

Yeast-Pac Company Ltd. 
Younger (William) & Co. Ltd. 


ADVERTISING AGENTS 


A 

Aldridge (Frederick) Ltd. 
Ajlan-Cooper (E.) & Co. Ltd. 
Allardyce Palmer Ltd. 
Anderson (R.) (Advertising) Co. Ltd. 
Arks Ltd. 

Arks Publicity Led. 

Armstrong- Warden Ltd. 

A.T.A. Advertising Ltd. 

Auger & Turner Ltd. 

Auld & Tilbury Led. 
Austen-Johnson Advertising Ltd. 


B 

Baratte (Paul) & Associates Ltd 

Barcroft (E.) Advertising Ltd. 

Barker (Charles) & Sons Ltd. 

Barker, Drabble & Co. 

Barney (E. W.) Ltd. 

Barry Cooke Advertising Ltd. 

Bates (Alfred) & Son Ltd. 

Bench (T. C.) Led. 

Benington (John) Ltd. 

Benson (S. H.) Ltd. 

Bloxham (Clifford) & Partners Led. 

Bridgemore Advertising Partnership 
Led. 

Brockie Haslam & Co. 

Brocklesby (D. H.) Ltd. 

Brook-Hart (D.) Company 

Browne (L. Graham) Advertising Led. 

Browne (T. B.) Ltd. 

Butler (Basil) Co. Ltd. 


c 

Caplin (R. S.) Led. 

Carew Wilson Massey Ltd. 

Casson (C. R.) Led. 

Cavendish Publicity Service Led. 
Central Advertising Service Ltd. 
Central News Ltd. 

Chapmans Advertising Ltd. 
Chirney Clark (E.) (Advertising) Ltd. 
Clifton Advertising Agency 

Cogent Advertising Ltd. 
Collinson’s Advertising Agency Ltd. 
Colman, Prentis & Varley Ltd. 
Conroy Wykes Advertising Ltd. 
Cooper (Samuel) Ltd. 

Cox (Alexander) Ltd. 

Crane Publicity Ltd. 

Crawford (W. S.) Ltd. 

Cuming (George) Ltd. 
Cuthbertson (D. C.) & Co. Led. 


D 

Design Advertising Ltd. 

Dixon (Arthur S.) Led. 

Dixon's West End Advertising Agency 
Led. 

Dolan Davis Whitcombe & Stewart 
Led. 

Dorland Advertising Ltd. 

Downtons Ltd. 

Dudley Turner & Vincent Ltd. 


Elliott Advertising Ltd. 
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Erwin Wasey & Co. Ltd. 
Erwoods Ltd. 
Everetts Advertising Ltd. 


F 

Fawdry (Mark) Ltd. 

First International Agency Ltd. 
Foote, Cone & Belding Ltd. 
Forbes Keir Ltd. 

Fordham Sadler Advertising Ltd. 


G 
Garland (S. T.) Advertising Service 
Led 


Gee Advertising Ltd. 

George (E. Walter) Led. 

Godbolds Ltd. 

Gollings (W. H.) & Associates Ltd. 

Gordon Advertising Ltd. 

Gordon & Gotch Advertising Ltd 

Gorings Ltd. 

Gough, Tom C. 

Gould & Portmans Ltd. 

Graham & Gillies Ltd. 

Grant Advertising Ltd. 

Grantham (A. H.) & Co. 

Greenly’s Ltd. 

Greenwood (james M.) Advertising 
Led. 

Griffiths (Creighton) Ltd. 

Grosvenor Advertising Ltd. 


H 

Haddon (john) & Co. Ltd. 
Haig-McAlister Ltd. 

Hart (John) & Co. 

Harwood (E. W.) Ltd. 

Havas Ltd. 

Hedley, Byrne & Co. Ltd. 
Heslock Ltd. 

Higham (Chas. F.) Led. 

Hilmar Advertising Ltd. 

Hirst (Nevin D.) Advertising Ltd. 
Hirst (Stuart) Led. 

Hobson (Chas. W.) Ltd. 
Hobson (john) & Partners Ltd. 
Holden (A. N.) & Co. Ltd. 
Holman Advertising Ltd. 

Hyde & Partners Ltd. 


Industrial Publicity Service Led. 


Jackson (R. H.) Led. 
Jackson's Advertising Service Ltd. 


K 

Keymer (D. J.) & Co. Ltd. 
Kingscott Ltd. 

Knight (Austin) Led. 
Knowles (A. H.) Ltd. 


L 

Lambe & Robinson Ltd. 

Larder & Stevens Ltd. 

Legget Nicholson & Partners Ltd. 

Lintas Led. 

London & Provincial Advertising 
Agency (1942) Led. 

London Press Exchange Ltd. 

Longleys & Hoffmann Ltd. 

Lovell & Rupert Curtis Ltd. 

Lytle (C. J.) (Advertising) Led. 


M 

McCallum (j. G.) & Co. 
McCann-Erickson Advertising Ltd. 
McConnell’s Advertising Service Ltd. 
Macdonald (Donald) Advertising Ltd. 
McMurtrie Ltd. 

McNulty (J. P) & Co. Led. 

Marlow (W. 

Martin Liilords Led. 

Masius & Fergusson Ltd. 
Mason-Peacock Ltd. 

Mather & Crowther Ltd. 

Maxwell Nicholls & Partners 
Mayfair Advertising Ltd. 

Mitchell (C.) & Co. Led. 

Murray (George) (Advertising), Ltd. 
Murray- Watson Ltd. 


N 

Napper, Stinton, Woolley Ltd. 
National Advertising Corporation Ltd. 
National Publicity Co. Ltd. 

Nelson Advertising Service Ltd. 
Newton (john) (Publicity) Ltd. 
Nielson (A. C.) Company Ltd. 
Notley Advertising Ltd. 
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Members : 
Advertising Agents (continued) :— 


° 

O'Donnell, Earl & Partners Ltd. 
O'Kennedy-Brindley Ltd. 
Osborne-Peacock Co. Ltd 


P 

Panton (Howard) Ltd. 

Parry (E. H.) & Co 
Agency Ltd. 

Partington Advertising Co. Ltd. 

Peacock (S. C.) Ltd. 

Peers (j.) & Associates Ltd. 

Pemberton (Alfred) Ltd. 

Pethick (V.) Led. 

Pictorial Publicity Co. Ltd. 

Potter (Fredk. E.) Led. 

Potts (Richard) & Partners Ltd. 

Powney-Parker Publicity Services Led. 

Pratt & Co. (Advertising) Ltd. 

Pritchard (F. C.), Wood & Partners 
Ltd 


Advertising 


R 

Raynor, Webber & Stiles Ltd 
Redheads Advertising Ltd. 
Reid, Walker Advertising Ltd. 
Rex Publicity Service Ltd. 
Richards & Thompson 

Ripley, Preston & Co. Ltd 
Robert Freeman Co. Ltd. 

Roe (F. John) Led. 
Rowlinson-Broughton 

Royds (G. S.) Ltd. 

Rumble, Crowther & Nicholas Ltd. 


s 

S. F. & Partners Led. 

Samson Clark & Co. Ltd. 

Samuel (William) & Co. (London) Led. 

Saward, Baker & Co. Ltd. 

Scientific Publicity Led. 

Scott-Turner & Associates Ltd. 

Scottish Co-operative Wholesale 
Society Ltd. (Advertising Dept.) 

Sears (F. W.) Led. 

Sells Ltd 

Service Advertising Co. Ltd. 

Severn Publicity Led. 

Sharp (Robert) & Partners 

Smee's Advertising Ltd. 

Smith's Advertising Agency Lcd 

Sommerville & Milne Led. 

Spottiswoode Advertising Ltd 

Squire (Henry) & Co. Ltd. 

Stephens Advertising Service Ltd 

Stewart Skingle Ltd. 

Stowe & Bowden Ltd. 

Street (G.) & Co. Ltd. 

Stuart Advertising Agency Ltd 


T 
Tait (John) & Partners Led 
Tattersall Advertising Ltd 
Taylor Advertising Ltd 
Technical and General Advertising 
Agency Ltd. 
Thames Advertising Service Ltd 
Thompson (j. Walter) Co. Ltd 
Tibbenham Publicity Led. 
Townend-Smith & Hardy Ltd 
Tully-Crabbe Ltd 


u 
United Kingdom Advertising Co. Ltd. 


Vv 
Vernon (C.) & Sons Ltd. 
Vickers (J. W.) & Co. Ltd 


w 

Waddicor (T. Booth) & Partners Ltd. 

Wakefield (C. P.) Ltd 

Walls (Charles) & Partners Led. 

Wilkes Bros. & Greenwood Ltd. 

Williams's Advertisement Offices 

Willing'’s Preis Service Led. 

Wills (Digby) Led. 

Willsmore & Tibbenham (Norwich) 
Ltd. 

Wilson Advertising Lid. 

Wilson Hartnell & Co. Ltd. 

Winter Thomas Co. Ltd. 

Wright (S. H.) & Co. Led. 

Wydell’s Advertising Service 


1 
Young & Rubicam Ltd. 


PUBLICATIONS 


A 

A.B.C. Film Review 

Accountancy 

Accountant 

Accrington Observer & Times 

Achievement 

Advertiser & Times (Hants) Series 

Advertiser's Weekly 

Aeromodeller 

Air Mail 

Airdrie & Coatbridge Advertiser 
Series 

Aldershot News 

Alloa Journal 

Angling Times 

Anglo-Arab Trade 

Anglo-Scandinavian Trade Review 

Annandale Series 

Arbroath Guide 

Architectural Design 

Ardrossan & Saltcoats Herald 

Argus (Drogheda) 

Ashton-under-Lyne Reporter Group 

Associated Kent Newspapers Group 

Ayr Advertiser 

Ayrshire Post 


B 

Baby Book 

Banbury Guardian 

Bankers’ Magazine 

Barnet Press 

Barnsley Chronicle & South Yorkshire 
News 

Barrow News Series 

Barry & District News 

Barry Herald & Vale of Glamorgan 
Times 

BEAMA Journal 

Bedford Record & Circular Series 

Bedfordshire Times & Bedfordshire 
Standard 

Beds & Bucks Observer 

Beds & Herts Pictorial 

Beds & Herts Saturday Telegraph 

Beet Grower 

Biggleswade Chronicle & Bedfordshire 
Gazette 

Birkenhead News Series 

Birmingham Gazette 

Birmingham Mail 

Birmingham News Series 

Birmingham Post 

Birmingham Weekly Post & Midland 
Pictorial 

Blackburn Times 

Blackpool Gazette & Herald 

Blackpool Gazette Series 

Blackwood'’s Magazine 

Bletchley District Gazette 

Blighty 

Blyth News Ashington Post 

Bolton Evening News 

Border Series 

Border Telegraph & Peeblesshire 
News 

Bournemouth Times Series 

Braintree & Witham Times 

Bridlington Free Press 

Brighton & Hove Herald 

Bristol Evening Post 

British Farmer 

British Industry & Engineering 

British Trade Journal 

Bucks Advertiser 

Bucks Examiner 

Bucks Free Press 

Bucks Herald 

Bulletin (Glasgow) 

Burnley Express 

Burton Daily Mail 

Burton Observer 

Bury Times Series 

Business 


c 


Cabinet Maker 

Caernarvon Herald Series 
Camberley News 

Cambridgeshire Times Group 
Cannock & Hednesford Advertisers 
Cardiff & South Wales Times 
Catering Management 

Catholic Digest 

Catholic Herald Group 

C.C.A. Gazette 

C.E.A. Film Report 

Chamber of Commerce Journal 
Charles Buchan's Football Monthly 
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Chatham News Series 

Chatham Observer 

Chatham, Rochester & Gillingham 
News 

Chatham Standard, Rochester, Chat- 
ham & Gillingham Journal 

Chemical Age 

Chemistry & Industry 

Chester Chronicle Series 

Child Education 

Chorley Guardian & Leyland Adver- 
tiser 

Citizen (Letchworth) 

Civil Engineering & Public Works 
Review 

Clare Champion 

Coalville Times 

Colchester Gazette 

Coming Events 

Commercial Grower 

Competitors’ Journal 

Cornish Guardian Series 

Cornishman (Penzance) 

Countryman 

County of Middlesex Chronicle Series 

Coventry Evening Telegraph 

Coventry Standard & Warwickshire 
County Newspaper 

Craven Herald & Pioneer 

Croydon Advertiser Series 

Croydon Times Series 

Cumberland Evening News 

Cumberland News 

Cumberland & Westmorland Herald 

Cumnock Chronicle 


D 

Daily Express 

Daily Herald 

Daily Mail 

Daily Mirror 

Daily Record (Scotland) 

Daily Sketch & Daily Graphic 

Daily Worker 

Dalesman 

Dancing Times 

Darlington & Stockton Times 

Dental Technician 

Derbyshire Times 

Derbyshire Times Series 

Dewsbury Reporter Series 

Directory of Hotels & Holiday Ac- 
commodation (B.R. E.P.T.M.) 

Display 

Dogs’ Bulletin 

Doncaster Chronicle 

Doncaster Gazette 

Dover Express & East Kent News 

Drogheda Independent 

Dublin Evening Mail 

Dublin Opinion 

Dudley Herald Series 

Dumfries & Galloway News 

Dunfermline Press & West of Fife 
Advertiser 

Dunstable Borough Gazette 

Durham County Advertiser Series 


E 

East Essex Gazette & Clacton Times 
Series 

East Kent Gazette 

East Kent Mercury 

East Kent Times & Broadstairs Mail 
Series 

East Midland Allied Press Group 

Eastbourne Gazette 

Eastbourne Herald Chronicle 

Eastern Daily Press (Norwich) 

Eastern Evening News (Norwich) 

Eastern Football News (Norwich) 

Economist 

Edinburgh Evening News 

Electrical Industries Export 

Electrical Journal 

Electrical Power Engineer 

Electrical & Radio Trading 

Empire News & Sunday Chronicle 

Enfield & Palmers Green Gazette 

Essex Chronicle 

Essex County Standard Series 

Essex Newsman Herald 

Essex Weekly News Series 

Evening Advertiser (Swindon) 

Evening Argus (Brighton Edition) 

Evening Chronicle (Manchester) 

Evening Chronicle (Newcastle) 

Evening Citizen (Glasgow) 

Evening Despatch (Birmingham) 

Evening Dispatch (Edinburgh) 

Evening Express (Liverpool!) 

Evening Express (Aberdeen) 


Evening Gazette (Middlesbrough) 

Evening Herald (Dublin) 

Evening News 

Evening News (Glasgow) 

Evening News & Southern Daily Mail 
(Portsmouth) 

Evening News & Times (Worcester) 

Evening Press (Dublin) 

Evening Standard 

Evening Times (Glasgow) 

Everybody's Weekly 

Everywoman 

Evesham journal & Four Shires 
Advertiser 

Exmouth Chronicle 

Express & Echo (Exeter) 

Express & Star (Wolverhampton) 


F 

Falkirk Herald Series 

Falmouth Packet & Cornish Echo 

Far East Trade 

Farmers’ Journal 

Farmers Weekly 

Farming News & North British 
Agriculturist 

Faversham News & East Kent journal 

Field 

Fife Free Press 

Financial Times 

Finchley Press 

Fire Protection Review 

Fish Selling 

Fishing Gazette 

Fishing News 

Flintshire County Herald 

Football Pink (Swindon) 

Free Press of Monmouthshire 

Fulham Gazette Series 


Galloway Gazette 

Gas World 

Geographical Magazine 
Glamorgan Gazette 

Glasgow Herald 

Good Motoring 

Golf Monthly 

Gramophone 

Gramophone Record Review 
Grantham Journal 

Gravesend & Dartford Reporter 
Great Britain and the East 
Greater London's Greater Press 
Green Book 

Greenock Telegraph 

Guardian (Nenagh) 

Guernsey Evening Press 

Guiana Daily Graphic 

Guiana Sunday Graphic 


H 

Hackney Gazette & North London 
Advertiser 

Hairdressers’ Journal 

Halifax Daily Courier & Guardian 

Hamilton Advertiser & County of 
Lanark News 

Hampshire Telegraph & Post 

Hampstead News & Golders Green 
Gazette 

Hardware Trade Journal 

Harpenden Free Press 

Health For All 

Hendon & Finchley Times Series 

Herald Express (Torquay) 

Herne Bay Press 

Hertfordshire Express & Bedfordshire 
Express 

Hertfordshire Mercury & County Press 

Hertfordshire Pictorial 

Herts Advertiser & St. Albans Times 

Herts & Essex Observer 

Heywood Advertiser 

Hier Spricht London 

Hinckley Times & Guardian 

Home & Country 

Home Counties Newspapers 

Hornsey Journal 

Horse & Hound 

Hotel & Restaurant Masagement 

Housewife 

Huddersfield Daily Examiner 

Huddersfield Weekly Examiner & 
West Riding Reporter 


| 
Ice Cream Industry 


Ice Hockey World 
Ici Londres 


@ continued next page 
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Members : 
Publications (continued) :— 


Ideal Home 

Ilford Recorder 

Ilkeston Advertiser & Erewash Valley 
Weekly News 

Illustrated 

Niustrated Carpenter & Builder 

Impartial Reporter (Enniskillen) 

Imperial Review 

Indent Gazette 

Industria Britanica 

International Trading & Shipping 

Investor's Chronicle 

Ireland's Own 

Irish Catholic 

Irish Farmer's Journal 

Irish Field 

Irish Independent 

Irish Press (Dublin) 

Irish Times 

Irvine Valley News & Galston Supple- 
ment 

Isle of Man Examiner 

Isle of Thanet Gazette 

Isle of Wight County Press 


J 

Jazz Monthly 

Jersey Evening Post 

Jersey Weekly Post 

} wish Observer & Middle East Review 

John Bull 

Journal of the British Institution of 
Radio Engineers 


K 

Keighley News & Bingley Chronicle 
Kent Herald 

Kent Messenger Group 
Kent & Sussex Courier 
Kentish Express 
Kentish Gazette Series 
Kentish Independent 
Kentish Mercury Series 
Kentish Times Series 
Kerryman 

Kilburn Times 
Kilkenny People 
Kilmarnock Standard 
Kinematograph Weekly 


L 

Lady 

Lancashire Evening Post 

Lancashire Journal Series 

Lancaster Guardian Series 

Largs & Millport Weekly News & 
North Ayrshire Advertiser 

Latin-American World 

Leamington, Warwick, Kenilworth & 
District Morning News 

Leather Trades Review 

Leeds Journal 

Leinster Leader 

Lilliput 

Limerick Leader 

Limerick Weekly Echo 

Lincolnshire Standard Series 

Listener 

Liverpool Daily Post 

Liverpool Echo 

Local Government Chronicle 

London Calling 

London Counties Newspapers Group 

London & Essex Guardian Series 

London Suburban & Home Counties 
Press 

Longford Leader 

Loughborough Echo 

Lurgan Mail 

Luton News & Bedfordshire Adver- 
tiser 


Macclesfield Times & Courier 

Machinery Lloyd (European Edition) 

Machinery Lloyd (Overseas Edition) 

Maidenhead Advertiser 

Manager 

Manchester City & Suburban News 
Series 

Manchester Evening News 

Manchester Guardian 

Manchester Guardian Weekly 

Mansfield & North Nottinghamshire 
Chronicle-Advertiser 

Melody Maker 

Merchant Navy Journal 

Mercury & Herald (Northampton) 


Merthyr Express, Pontypridd Obser- 
ver and Rhondda Leader Series 

Metalworking Production 

Methodist Recorder 

Mickey Mouse Weekly 

Mid-Devon Advertiser & Torbay News 

Mid-Sussex Times 

Mid-Ulster Mail 

Middlesex County Press 

Middleton Guardian & Blackley & 
Crumpsall Guardian 

Midland Tribune 

Midweek Reveille 

Mining Equipment 

Modern Camera Magazine 

Modern Medicine of Great Britain 

Montgomery & Merioneth County 
Times 

Morecambe & Heysham Visitor 

Mother 

Motherwell Times 

Motor Sport 

Municipal Review 

Munster Express 


N 

National Journal 

National Newsagent, 
Stationer 

Nationalist & Munster 
(Saturday Edition) 

Neath Guardian Group 

New Musical Express 

New Statesman & Nation 

Newark Advertiser 

Newcastle Journal 

Newport & Market Drayton Adver- 
tiser 

News Chronicle & Daily Dispatch 

News of the World 

North Berks Herald & Didcot Adver- 
tiser 

North Bucks Times 

North Devon Journal-Herald 

North East Kent Times 

North London Press 

North Wales & Border 
Group 

North Wales Weekly News Series 

North Western Evening Mail (Barrow- 
in-Furness) 

Northampton Chronicle & Echo 

Northampton Independent 

Northamptonshire Evening Telegraph 

Northern Constitution (Coleraine) 

Northern Daily Mail (West Hartlepool) 

Northern Daily Telegraph (Blackburn) 

Northern Despatch (Darlington) 

Northern Echo (Darlington) 

Northern Scot Series 

Northumberland Gazette 

Norwich Mercury Series 

Nuneaton Observer Series 

Nursery World 


° 

Observer 

Old Moore's Almanac (Irish Edition) 
Oldbury News Series 

Oldham Chronicle Series 

Oldham Evening Chronicle 
Overseas 

Oxford Mail 

Oxford Times 


Bookseller & 


Advertiser 


Counties 


P 

Packaging 

Paint, Oil & Colour Journal 

Paisley & Renfrewshire Gazette and 
Barrhead News 

Parents 

Parents Family Holiday Guide 

People 

Perthshire Advertiser 

Pharmaceutical Journal 

Philatelic Exporter 

Photography 

Photoplay 

Pictorial (Dublin) 

Pictorial Education 

Picture Post 

Picturegoer 

Pioneer 

Portadown News 

Portadown Times 

Post Green ‘Un (Bristol) 

Pottery Gazette & Glass Trade Review 

Poultry Farmer 

Practitioner 

Prescot Reporter 

Press & Journal (Aberdeen) 

Preston Guardian 


Printing, Press & Publishing News 
Punch 


R 

Radcliffe Times & Whitefield & 
District Advertiser 

Radio Review (Dublin) 

Radio Times 

Reading Standard 

Recorder 

Redemptorist Record 

Reynolds News 

Richmond Herald, Barnes & Mortlake 
Herald and Putney & Roehampton 
Herald 

Rochdale Observer Series 

Romford Recorder 

Romford Times & Essex Times 

Rotary Service 

Royal Society of Health Journal 

Rugby Advertiser 


s 

St. Helens Newspaper & Advertiser 
and Prescot Newspaper & Adver- 
tiser 

St. Helens Reporter 

St. Marylebone & Paddington Record 

Salford City Reporter 

Scarborough Evening News 

Scarborough Mercury Series 

Scotsman 

Scottish Field 

Scottish Home & Country 

Scottish Provincial Associated News- 
papers (S.P.A.N. Group) 

Sheerness Times-Guardian 

Sheffield Telegraph 

Shields Evening News (North Shields) 

Shields Gazette (South Shields) 

Shooting Times & Country Magazine 

Shrewsbury Chronicle 

Slough Observer 

Smethwick Telephone 

Social & Personai 

Somerset County Gazette Series 

South Coast Group 

South Eastern Gazette 

South London Press 

South London's Suburban Group 

South Wales Echo (Cardiff) 

South Wales Voice 

South Western Star Series 

South Yorkshire & Rotherham Ad- 
vertiser 

South Yorkshire Times Series 

Southern Star (Ireland) 

Southern Weekly News Series 

Spectator 

Speedway & Stock Car World 

Spenborough Guardian & Heckmond- 
wike Herald 

Spiritual Healer 

Sport Express 

Sporting Life 

Sporting Record 

Sporting Star (Wolverhampton) 

Sports Mail (Oxford) 

Spread Eagle 

Stafford & Mid-Staffs Newsletter 

Standard (Ireland) 

Star 

Star (Sheffield) 

Stirling Observer Series 

Stitchcraft 

Stockport Express & County Express 

Stornoway Gazette 

Stourbridge County Express Series 

Strabane Weekly News 

Stratford Express 

Stroud journal & Dursley Gazette 
Series 

Sunday Dispatch 

Sunday Express 

Sunday Graphic 

Sunday Independent (Dublin) 

Sunday Mail (Scotland) 

Sunday Mercury (Birmingham) 

Sunday Pictorial 

Sunday Press (Dublin) 

Sunday Sun (Newcastle) 

Sunday Times 

Sunderland Echo 

Surrey Advertiser & County Times 

Surrey Comet & South Middlesex 
News 

Surrey Herald Series 

Surrey Mirror & County Post Series 

Surveyor and Municipal and County 
Engineer 


T 
Tail-Wagger Magazine 
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Tamworth Herald Series 

Taxation 

Teachers World 

Telegraph & Argus (Bradford) 

Tewkesbury Register & Gazette 

Timber Trades Journal 

The Times 

Tipperary Star 

Tiverton Gazette Series 

Todmorden News & Advertiser and 
Hebden Bridge Times & Sowerby 
Bridge Times 

Tottenham & Edmonton Herald Series 

Transport Journal 

Transport World 

Trout and Salmon 

True Romances 

True Story Magazine 

Turkey & Great Britain 

TV Comic 

TV Times 

Tweeddale Press Group 

208 and View 

Tyrone Constitution 

Tyrone Courier & Dunganncn News 


uU 
Ulster Associated Press 
Universe 


Wakefield Express Series 

Wallsend News 

Walsall Observer & South Stafford- 
shire Chronicle 

Walsall Observer Series 

Wandsworth Borough News 

Weekend Mail 

Weekend Reveille 

Weekly Journal (Aberdeen) 

Weekly Post Newspapers 

Weekly Scotsman 

Weekly Telegraph (Waltham Abbey) 

Wellington Journal & Shrewsbury 
News 

Welwyn Times & Hatfield Herald 

West Briton & Royal Cornwal 
Gazette 

West Cumberland Times 

West Essex Gazette 

West Herts Post 

West Herts & Watford Observer 

West Lancashire Evening Gazette 
(Blackpool!) 

West London Observer 

West Somerset Free Press & Mine- 
head Advertiser 

West Sussex County Times 

Western Evening Herald (Plymouth) 

Western Gazette 

Western Gazette Series 

Western Independent (Plymouth) 

Western Mail ( Wales) 

Western Morning News (Plymouth) 

Western Times & Gazette 

Westmorland Gazette 

Weton Mercury & Somersetshire 
Herald 

Whitehaven News with West Cum- 
berland News 

Widnes Weekly News Series 

Wigan Observer 

Willesden Chronicle 

Wiltshire Gazette 

Wiltshire Herald & Advertiser 

Wiltshire Times 

Windsor, Slough & Eton Express 

Wishaw Press & Advertiser 

Wolverhampton Chronicle 

Wolverton Express & Bucks Weekly 
News 

Woman 

Woman's Life 

Woman's Sunday Mirror 

Woodworker 

World Sports 

World's Paper Trade Review 

World's Press News & Advertisers’ 
Review 

Worthing Gazette Series 

Worthing Herald & Shoreham Heraid 


Y 

Yorkshire Evening News 
Yorkshire Evening Post 

Yorkshire Evening Press 

Yorkshire Gazette & Herald Series 
Yorkshire Observer (Bradford) 
Yorkshire Observer-Budget 
Yorkshire Post & Leeds Mercury 
Yorkshire Sports (Bradford) 
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THE 
SPACE-BUYERS’ 
A.B.C. 


Audit Bureau of Circulations 
Certificates show a 

CONTINUOUS RISE in the 
DAILY NET SALE of the 


BRISTOL 


EVENING 
POST 


1951 July to Dee - te Gos 128.004 


1952 Jan to Jume - - - -; 129.507 
July toDee - - - - 130.494 


1953 Janto June - - - - 132.696 
July to Dec - - - - 133.442 


1954 Jan to June 
July to Dee 


134.455 
135.978 


1955 Jan to June- - - 139.388 
July to Dee- - - 140.048 


1992560 Jan to June 


141,161 


Largest Net Sale in the West 


ADVERTISEMENT MANAGER H. HODGES 
108 BROADMEAD . BRISTOL 1 Fel: 20030 


LONDON: 85 FLEET STREET Pel: 8261 2 


It's as easy as 
4) ¢] 
B 


to obtain 
CERTIFIED CIRCULATION FIGURES 


for 


FISHING NEWS — 
FISH SELLING 


(monthly) 


PRINTING NEW 


(weekly) 


and by the middle of next year certified 
figures will be available for 


PACKAGED FOOD 
SELLING 


We believe that when considering our trade journals 
for your advertising you have a right to KNOW their 
circulations. Hence our house policy which insists on 


(monthly) 


ABC membership for all our publications. 


THE HEIGHWAY GROUP 
OF PUBLICATIONS 


110 FLEET ST., E.C.4. FLEet St. 6961 


Man. Director: Arthur J. Heighway Business Dir.: Edgar M. Leigh 


Pe 
24 
aa i i ae th ne aes 

. ; : ie = Bags Cale! ve. a oS 2: ae : uf 
. or et ae Sl I eee eae oa 2 me a = 
tat es Be ‘ga PES. ete ; To; a - ss E : ; " it , 

ES _ ees: ae ; a : ic ig if i ¢ 

Fe mn are 7 ae y, 


OcToBer 12, 1956 


. z 4 
QCZGe CRek I 
S =~ SS > >“ >_™~s 
Ney 


y 


Just in tome... 


to be included amongst those members who 


nuor sunay joined the Audit Bureau of Circulations vor’ suneav 
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*Our first Certificate will be for the period July— believe this is a larger circulation than any other 
December, 1956, when we anticipate the combined journal in the hotel and catering field and the lowest 
circulations of Hore. & ResTAURANT MANAGEMENT advertising rates—only £75 per insertion for a whole 
and CATERING MANAGEMENT to exceed 22,450. We page (10” x 7°) in each journal for 12 months. 


BLANDFORD PUBLICATIONS LTD., 16 West Central Street, London W.C.1 Temple Bar 9551 (7 lines). 


PUBLISHERS OF : Catering Management ; Display ; Hotel & Restaurant Management ; Junior Age ; Travel World; Freight News ; Shop Review. 
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Pioneers in 


Net Paid Sales 


AS FAR BACK AS 1907 


THE 


Frish 
Independent 


was the first newspaper outside the 
U.S.A. to publish Net Paid Sales Figures 
Certified by Chartered Accountants — 
four years ahead of any other daily news- 
paper in Europe. 


@ And, of course, Ireland’s dominant 
Morning Newspaper, the IRISH INDE- 
PENDENT was among the first batch 
of members of the A.B.C. when that 
progressive crusade was organised many 
years later. 


This applies also to the other newspapers 
in the group—the EVENING HERALD 
and the SUNDAY INDEPENDENT. 


Here are the latest A.B.C. Average Net 

Sales for each of these newspapers :— 
Irish Independent - - 174,273 
Evening Herald - ~- 108,936 
Sunday Independent - 336,508 


[ndependent N ewspapers Lia. 
Head Office: Dublin. 
L. C. Blennerhassett E. C. Maguire 
London Manager aB Advertisement Manager 
118 Fleet Street, ink bene Independent House, 


E.C.4. oo emonanene Dublin 


Octoser 12, 1956 
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A.B.C. Certifieate 
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The LIVERPOOL ECHO — ¥ °C", 


Largest Provincial Evening Newspaper se 381,889 


copies 
= 


FOUNDER MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS © 


0 97282 homes 


fl ABC. figure UAN/JUNE 56 nes ie 
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eR 34 YEARs ~ 
OURNAL OF THE Tp 4p, 


The “ National Newsagent Bookseller 
Stationer ” is known throughout the world. It is 
the accepted authority for the trade it covers. 


With an A.B.C. circulation in excess of 20,000 
copies weekly it offers advertisers a complete 
coverage of the leading wholesale and retail news- 
agents, booksellers and stationers in the British 
Isles. 


Full details of circulation and advertisement 
rates on application to J.W.M.GILLVRAY, 
Advertisement Manager, 

NATIONAL NEWSAGENT 
BOOKSELLER STATIONER, ap 
149 Fleet Street, London, E.C.4, 2o" sc 
Telephone No. City 2604 (5 lines). 


UT N AM io once of the few women's magazines 


ABC Net Sales (July-December 1934) 74,013 copies a month. ABC Net Sales (January-June 1956) 224,013 copies a month 


that can. cLaim over SREY continuous 


Type area 83” x 6” £204 page. Advertisement Manager S. H. BOWDEN Stitchcraft Great West Road Middlesex. Tel: EALing 6283 
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CHIPPENHAM 
@CALNE = @ HUNGERFORD 


ma At AN ——.— The 


tome seas We >, Western 


‘The 
Western SAIS. ws “J 
sr GN eroy SENS cmc sone Toei 


GAZEtIG mnt me ae cca” pongaye tase Gaette 


MINSTER ® Yeoviie . con’, . Losey 
s © Hone cat STURMINSTER NEWTON ORDINGBARYOGE 
AXMINST x e e a @ BLANOFORD 
a BEAMINSTER 5 @ LYNDHURST 


Che Western Gazette 
 oheoms eckly Flews FOR SOMERSET, OC ponsev, WILTS Somerset County Herald 


FOR EAST pay on ae | al FOR vaar ee pat. Spisewaren 
and SOUTH SOMER 


NET SALES EXCEED 86, OOO «ec, weexcy 


LARGEST WEEKLY NET SALE IN THE SOUTH WEST 


London Office : Head Office : Taunton Office: 
53, Fleet Street, E.C.4. YEOVIL 44, Bridge Street 
‘Phone 7984 FLEet St. "Phone 650, 651, 652. ‘Phone 2910 


Steady Growth 


ASHTON-UNDER-LYNE 
Che 
Ayrshire Jost 


continues its steady rise in public favour, and 


a maintains its position as the foremost county 
GROU il WwW E EK LI ES weekly in the Burns Country with 24, 28, 32 
13 papers comp etely covering the rich and 40-page issues. 
industrial and agricultural territory of 


eT THE FINEST ADVERTISING MEDIUM 
North Derbyshire Certified ‘ABC’ Sales 

North Cheshire Jan. -June, 1956 

West Riding of Yorkshire 23,314 


copies per week 


se 
96,558 | vscitsctee 
a NILE COURT: HIGH STREET-:AYR 


TELEPHONE: AYR 51589 TELEGRAMS: “AYRSHIRE POST, AYR” 


Market Square, C. P. R. Crane, LONDON REPRESENTATIVE 
Ashton-under-tyne Net Sales A.B.C. 44/45 Ficet St., £.C.4 H. DOUGLAS SIM: 56 FLEET STREET £.C.4 
Tel. Ash 1831-2-3 Tel. FLEet Street 6820 Telephone CITY 4259 
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OctToBER 12, 1956 


SOUND 
SOLID 
READERSHIP 


The newspapers in the Westminster Press 
Provincial Newspapers Group, both 

dailies and weeklies, enjoy a substantial, 

loyal and largely ‘‘solus'' readership in 

each of the regions they serve. 


In their various areas they are a ‘‘must"’ 
for advertisers. It may be thought that 
the circulation figures of newspapers 


Birkenhead, Bebington, Ellesmere Port, 
Hoylake, West Kirby, and Wirral 
NOW COVERED BY ONE GROUP OF 

NEWSPAPERS 


BIRKENHEAD NEWS 
& ADVERTISER 
GROUP 


The amalgamation of the “News 
Group” and “ Advertiser Series "' was 
effected 2nd July 1956 and therefore it 
is not possible to give an A.B.C. figure. 
The average weekly net sale to date, 
however, is in excess of 60,000. 


FLAT 255/= RATE 


s.c. inch 
Head Office : London Office : 
62-68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 
Telephone : Telephone: 
Birkenhead 1570 FLEet Street 2626 


without local opposition are relatively 


unimportant. We believe, however, in | 


giving advertisers all the information 
possible and therefore all our newspapers 
are members of the A.B.C. Measured in 
terms of ‘noted, read and recalled" the 
papers in the Westminster Press Group 
have a very modest cost per 1,000. Full 
information about coverage and rates will 
gladly be provided on application to : 


T. G. N. Pearce 
London Advertisement Director 


WESTMINSTER PRESS 


PROVINCIAL NEWSPAPERS LTD 


167-170 Fieet Street 
London, E.C.4 


Fieet Street 3265 


A “CHRONICLE” OF FACT! 


The first A.B.C. certificate issued for 


THE CHESTER CHRONICLE 


Series at June 30th, 1944, recorded a circulation of 
45,131 per week. 


The latest A.B.C. certificate for the half-year ended 
March, 1956, recorded a circulation 


of 68,1 10. 
This represents, in only 12 years :— 
A total gain of -~ i ion. oa 
An average yearly gain of ... wes 1,915 


A percentage gain of dive ens 50% 


London Representative : David L. Clackson, 
80, Fleet Street. Tel. : Fleet Street 2626. 


Head Office : 27, Bridge St., Chester. 
Tel. : Chester 20113. 


Advertising Manager : J. Gwyndaf Jones. 
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b 
Members of the Audit Bureau of Circulations since 1939. You Dont Cover the 


THE MIDLANDS 
SPENBOROUGH unless you include 


The Coventry 
GUARDIAN Evenings Celearaph 


Latest net sale figures, Jan. to June, 1956, | 


A.B.C. 
1 4,278 NET SALE 


Price 4d. weekly. Flat rate for trade advertisements 1 O 1 ,695 


; 32/6 s.c.i. flat. | 
8/6 per inch. Government and legal notices 20/- per 


inch. Public notices 15/- per inch. HEAD OFFICE 


QUINTON ROAD, COVENTRY. 
Telephone_: COVENTRY S011 


London office E. Greenwood, Thanet House, 231! Strand. LONDON OFFICE MANCHESTER 
80, FLEET STREET, E.C.4. CROMFORD HSE. MARKET ST. 
Telephone: FLEET ST. 2695. Telephone: BLACKFRIARS 6987 


HER MAJESTY THE QUEEN 
WILL OFFICIALLY OPEN 
THE NEW ATOMIC POWER 
STATION AT CALDER HALL 
CUMBERLAND ON OCT. 18 


a ad < 


ARE YOUR CLIENTS 
SCHEDULES AS UP TO DATE AS 
CUMBERLAND ? 

IS HIS BUSINESS GROWING AS FAST AS 
THIS COUNTY ? 


IF NOT, WE CAN HELP YOU HELP HIM BY ADVERTISING 
IN THE PROGRESSIVE NEWSPAPER GROUP 


CUMBERLAND NEWSPAPERS 


LTD., 
27 ENGLISH STREET, CARLISLE. Tel.: 25256 | *”¢ Top of the Market read 


PUBLISHERS OF THE IRISH TIMES 


THE CUMBERLAND NEWS l THE CUMBERLAND 
CUMBERLAND STAR | THE CUMBERLAND EVENING he T. he Morui 
| I AN N 
PENRITH OBSERVER STAR & MAIL London Office:59, Fleet St., E.C.4. ied op of t ornings 


Telephone: FLEet St. 4350. MEMBER OF AUDIT BUREAU CIRCULATIONS 


‘ ; 
. 
| A 
| ll : 
il Se 2 
; 
! WHAT'S Liha | In Ireland... & 
COOKING IN AN a 
CUMBERLAND Ke ey 
: ~ Sh che 
| ? ; SS 2 aS 4 
J a f 3 s A Ry 

| : Ay \\ Wed pee | 
eNO No 
TSRSBIM AL? | 
“ ff \ ( > . 

‘ WO yi >) 
AS aye : 
os, my: | 
ee 4 bye ba | 
ay | 
| eee ~S aa ; 
ee es ee 


ABC SiLver JuBILEE—Supplement to Advertiser's Weekly 


Oldham 


HEART OF THE INDUSTRIAL 
NORTH-WEST 


OLDHAM is one of the largest towns in England and 
the cotton spinning and textile engineering 
centre of the world. Diverse industries 
are covered by the broad terms Cotton 


and Engineering, and firms of renown have 
their homes here. 


OLDHAM and its seven urban districts is an ideal 
area for an advertiser to test inex- 
pensively his publicity: it is compact, its 


income groups are widely varied and its 
daily newspaper is the... 


OLDHAM EVENING 


HRONICLE 


The only daily newspaper published locally 
Member A.B.C. 


WEEKLY (Series) comprises: 
Oldham Chronicle Saddleworth and Mossley Chronicle 
Crompton and Royton Chronicle 
Chadderton and Middleton Chronicle 
HEAD OFFICE: LONDON OFFICE: 
UNION STREET 134 FLEET STREET 
OLDHAM E.C.4 
Tel.: MAI 3841 (6 lines) Tel.: FLEet St. 7620 


An ideal testing ground for Advertisers 


At the cheapest inch 
rate per thousand rea- 
ders in this progres- 
sive and prosperous 


SOUTHERN 
WEEKLY NEWS 
SERIES 


Single Col. 
Combination 


12’6 


== Corning Acous 

RUSSIANS ARE JAMES An influential Weekiy Group 

. which c pl ly bl ket 

the growing areas of Sussex 
London Office : 

107 Fleet Street, 


London, E.C.4. 


per single 
column inch Telephone : Fleet St. 2412-3 
\ A.B.C. Head Office : 
72,648 Argus House, 
aver suseau Brighton. 


OF CMe ULATIONS 


Telephone : Brighton 2716; 
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14,240.. 


—this is our 


< NORTH STAFFORDSHIRE © 


THIS FIGURE 
IS FACT 


IT’S AUDITED 


g *stoKe 


@ STONE 


/ Present 

/ STAFEORD \ soe 
3 NEARLY 

15,000 


| ) 


4 


/ LICHFIELD 
LANNOCK ®@ 


SOUTH STAFFORDSHIRE 


WALSALL 
s 


TOU CANNOT 
COVER THIS 
AREA, WITHOUT 
THE 
NEWSLETTER 


Head Office: 22, Mill Street, Stafford 
London Office : H.C.Blanchard, 134, Fleet St. 


FIGURES 
SPEAK * 
LOUDER 
THAN 

WORDS 


ST. HELENS 


REPORTER 
GROUP OF 5 
> NEWSPAPERS 


BOUG 60,979 


BOUGHT BY 
A.B.C. SALES JAN.-JUNE, 1956 


H. C. Blanchard, 134 Fleet Street, E.C.4. FLEet Street 7620 
73, Church Street, St. Helens. St. Helens 2285 (4 lines) 
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VIRGIN 
TERRITORY 


for the Advertiser 


in the Western Isles 


The Harris Tweed in- 
dustry is booming—out- 
put, 6,000,000 yards per 
annum, 70°, for dollar 
markets. 


Stornoway Herrings are 
the world’s best, and the 
season lasts ten months 
against East Anglia’s 
two. 


Uist and Benbecula are 
being developed as a 
rocket range. 

towns will be 


Two new 
created. 


Stornoway has the only 
civil airport in Britain, 
outside of London, with 
four runways able to 
take Strato-cruisers. 


THE 
STORNOWAY 
GAZETTE 


is the only newspaper 
published in the Western 
Isles. 


It is the only A.B.C, 
newspaper in the five 
counties of north-west 
Scotland Inver- 
ness, Argyll, Sutherland, 
Caithness. A.B.C. Nett 
Sales: 10,483 copies per 
week, 


Re SS, 


67-69 Kenneth St.. 
STORNOWAY 


Isle of Lewis 


London Representatives:— 


WILL KITCHEN JR LTD 
131 FLEET ST., E.C.4 
Telephones :-—FLEet St. 1960, 
3133, 3754. 


The proprietors of the 


WEST LANCASHIRE 


VENING 
Blackvool Gazette Series 


are proud to have been 
members of the A.B.C. 
since 1932 


STIRLING 
OBSERVER 


COVER 
CENTRAL 
SCOTLAND 


16,903 


WEEKLY A.B.C. 


-————-—— NET SALES FIGURES—-—------ ; 
JAN -JUNE 1956 Advertising rates from the 
| | Publishers 
‘ EVENING GAZETTE 67,588 : 
BLACKPOOL GAZETTE SERIES 47,674 or 
Leen SA IO WILL KITCHEN, jr. LTD., 
Head Office: Victoria Street, Blackpool. — a oe Oe 
London: George Jackson, Cliffords Inn. Phone: FLEET 1966. 
THE 
i, h Ech ISLE OF WIGHT 
Limighhormy t u Since the reign of William the 
CIRCULATING IN AN INDUSTRIAL Conqueror the Isle of Wight has 
AND AGRICULTURAL AREA been a distinct province of Eng- 
land with its own titular head. 
This was the Lord of the Island 
NET SALES 


1 9,4 74 (A.B.C. Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 


Rote card on application 
Head Office : 


Tel. 4343-4 Telegrams: Echo 


LOUGHBOROUGH 


MUNSTER EXPRESS 


@Waterford’s Leading Newspaper. 

@ /s the only publication in Waterford City and County, 
members of the A.B.C. 

@ The ‘‘ Munster Express ’’ will shortly be nine years a 
member... 


Outstanding Advertising Medium for South-East Ireland. 
Thursday & Friday (Three Editions) 
Head Offices & Works: 37-38 Quay, and |-3 Hanover Street, Waterford. 
(Phone 4953/4, two lines) 
London Office: 80 Fleet Street, E.C.4. 


until the reign of Henry VII when 
the Lordship reverted to the Crown 
(in 1445 there was even a crowned 
king of the island). Thereafter 
there has been a captain or gover- 
nor of the Island. In August of 
this year (1956) His Grace the 
Duke of Wellington, Lord Lieute- 
nant of Hampshire, was appointed 
Governor of the Isle of Wight by 
Her Majesty. 

The inhabitants of this unique 
province are industrious people 
numbering about 94,000, they are 
profitably engaged in agriculture, 
ship and aircraft building and 
other industries, and in catering 
for holiday visitors. 


The Island is comprehensively 
served by the Isle of Wight County 
Press, whose weekly net sales are 
certified at 28,500 (A.B.C.), a 
proportion of one paper to every 
3.3 of the population—surely one 
to every family. What a wonder- 
ful single channel of approach for 
an advertiser to every person in a 
clearly defined area! 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
8). 


Advertisement, 


Editorial and Sales office 


registered offices: /80 Fleet Street, London, E.C.4, England (Waterloo 338 


Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388) 
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Nc sides 


ss a great many leading 
a and industria! concerns 
are using laminated print in one 
form or another. The wide variety 
of work we are called upon to 
farmninate will be gathered from the 
examples on the back of this folder. 
There is no doubt that no other type 
of finish can give the protection and 
distinction of DISPRO-GLOSS.’ 


oe a 
we have 


engin’ t lamination to the poirt of 
oeak perfection, where it enhances 
the sales appa! of almost any piece 
of print. tn addition, we have 
developed a service unsurpassed for 
dependability and «peed. 


ae ee 

the important fact 
that DISPRO lamination keeps print 
immaculately cic on duspite constant 
handling—<hat it is hygienic and 
washable too—and you have the 
reason why DISPRO-GLOSS has 
made such rapid and successful 


strides. 


~ Your epttnates. W can in mont 


as. sebricte que Mons by roturn ef 
Poryper even by ej < me. On the 
wack @F CMa folder are some uiofui 
econgmy hints wi: vil assist you 
In audessing your requirements 


charge--and tbr \cted t you wrtes 
our oe “ 
MENA SEAZED sHowvanns 
from peur owe pring) 
We can comvert yo. own (coloured 
or blatheapdewhite. © otinic: orrna- 
nent mete -show <2 rds, instruction 
cherts or netices, «« ecemon)« cost, 
Your print is jerninated and moun. 
ted  O8 Baepiaie, making deep. 
glossed Showeards whichareders bic, 
washable, hygienic. warp resistar: 
anc right in oi - “Piney can be 
fittod with struts, rae hangers «> 
haies. 
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Dispro 


GIVES PRINT THE 


This Folder has been laminated 
by our process using ‘ Clarifoil’ 
acetate film, a product of 
British Celanese Ltd. It is 
grease-proof, washable, hy- 
gienic and durable. It will not 
finger-mark. It can be creased 
and folded, punched and guillo- 
tined. 


DISPRO GLOSS MEANS 


m Good 


Lanation 


(+ ADDS DISTINCTION TO EVERYTHING (T TOUCHES 
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THE LEADING LAMINATION PROCESS FOR 


CATALOGUES BOOK COVERS BOOK JACKETS 
SALES LITERATURE MANUALS MAGAZINES 
PACKAGING DISPLAY CARDS AND CUT-OUTS 
WALL CHARTS INSTRUCTION CARDS AND LEAFLETS 
POSTERS WINDOW BILLS WINE LISTS MENUS 
PRICE TICKETS PRICE LISTS CALENDARS 
RECORD SLEEVES MAPS TIME TABLES, etc. 


THESE HINTS WILL HELP YOU 


to estimate your requirements 


The larger the sheet size, the more @ Laminated sheets may be punched, 
scored and guillotined without dam- 


economical the cost of laminating. 


| ¥ 
@ In all cases, 8 minimum all-round @ The use of Anti-set-off Spray should 


gripping edge is required as below. be kept to a minimum. 


MINIMUM GRIPPING EDGE 


Lamination only, }” all round 


Metal-glazed showcards, }” all round 


)ISPR LIMITED (D'S play PRO cessing) 
36-38 PECKHAM ROAD . LONDON S.E.5 
TELEPHONE: RODney 717! (6 LINES) 
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Twenty-Five Years 
of the 


Audit Bureau of Circulations 


* 


A Silver Jubilee Supplement 


Published by 


Advertiser’s Weekly* 


The Journal of British Advertising and Marketing 


MERCURY HOUSE, 
109-119, WATERLOO ROAD, S.E.1. 
TELEPHONE : WATERLOO 3388 


*MEMBER A.B.C. 
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